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C. E. BICKFORD & CO. 


COFFEE BROKERS 
AND AGENTS 


NEW YORK NEW ORLEANS 


88 Front Street 427 Gravier St. 





256 pages— 
32 photographs — 
8 in glowing full color- 


A definitive and fascinating book! The story of 
coffee — from seeding to sipping — its origins, its 
benefits, its role in manners, morals and politics, 
its status in inter-American relations, how it came 
to be known as “The American Drink” . . . includ- 
ing delectable recipes for coffee foods and drinks, 
the truth about caffeine, the background of 
“instant” coffee and anecdotes about the history 
of coffee. $00 


Written by Andrés Uribe C., United States Repre- 
sentative of The National Federation of Coffee 
Growers of Colombia. 


“BROWN COLD” is an impor- 


press! 


Latin American coffee grow- 


tant book for the coffee in- 
dustry and for America’s 
legions of coffee drinkers. 
Readable, interesting and 
factual, “BROWN GOLD” is a 
thorough history of America’s 
number one commodity. 

James M. O’Connor, 

President 

NATIONAL COFFEE 

ASSOCIATION 


M You'll want a copy of “BROWN 
GOLD” for yourself, your sales 


staff, and your customers. It clari- 


This is the most fascinating 
book on coffee in print. 
“BROWN GOLD” is factual, 
comprehensive and vivid. 
Uribe presents coffee as a 
vital force in Latin American 
social and political life. 
Ratpu E. McGit, Editor 
ATLANTA CONSTITUTION 
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“BROWN GOLD” is a note- 
worthy contribution to under- 
standing the world’s coffee 
industry. Mr. Uribe is to be 
congratulated! 
Georce Gorpon Paton 
Editor and Publisher 
“COMPLETE COFFEE 
COVERAGE” 
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RANDOM HOUSE, iNC. 


Dept. 110, 457 Madison Avenue 
New York 22, N. Y. 


ers owe Mr. Uribe a resound- 
ing vote of thanks. “BROWN 
GOLD” is a perceptive study of 
people as well as a most 
needed study of coffee. It will 
enlighten and inform those 
in the trade as well as con- 
sumers. 

Horacio Crntra-Le ite 
United States Representative 
BRAZILIAN COFFEE INSTITUTE 
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fies the coffee scene for both the 
trade and consumers. 


Regular Edition: Durably hard bound 
in lithographed cloth for your permanent 
library ... only $5.00 


Please send me when published “BROWN GOLD”, The 
Amazing Story of Coffee, by Andrés Uribe C., as indicated 


below. 


_____First Edition Copies, $5.00 
($6.00 outside U.S.A.) 


Name 





Address, 








Delivery postpaid in U.S.A. only. On orders to be delivered outside continental U.S., please add 
$1.00 for transportation and handling. Payment by check or money order in U.S. currency only. 
Sorry, no .C.0.0.'s. 





WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS 7... - 


4 oe: 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, one 
country, Brazil, continues year after year to ex- 
port more of its coffee to the United States than 
all other countries put together. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other coffee. 
Such crops as the Campinas, Ribeirao Preto and 
Sul de Minas are renowned. Coffee experts and 
the general public agree on the eminence of their 
rich body, full flavor and aroma. The U. S. taste 
for coffee has been built on Brazils. 


It is not surprising that Brazilian coffee is 
first among all foods imported by the United 
States. In turn, Brazil purchases manufactured 
and processed goods from the United States. The 
two-way trade amounts to about a billion dollars 
a year. 

This is a commercial factor of which all coffee 
men can be proud. For it helps to increase friend- 
ship among nations. We of Brazil are happy to 
be making our contribution to it. 





THE BRAZILIAN COFFEE INSTITUTE 


120 WALL STREET, NEW YORK 5, N. Y. 
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THERMALO is more than a 


As the result of extensive and prolonged research and develop- 
ment work, JABEZ BURNS & SONS introduced a full line of roasting 
equipment which operated on an entirely new and entirely different 
principle. Called THERMAL®, these operate on the principle of high 
velocity circulations of inert gases at controlled temperatures to make 
possible a rapid, low-temperature method of roasting. Actual flame 
does not enter or contact the Thermalo roasting cylinder. 


The complete, world-wide acceptance of Thermalo roasters has 
made it abundantly clear that the introduction of BURNS THERMALo 
ROASTERS was much more than the introduction of a new roaster or 
a new trade name to the coffee industry. It was, as a matter of 
absolute fact, the introduction of a completely new and 
highly superior scientific principle in the field of coffee 


roasting! 


In the historic role that JABEZ BURNS has played in the evolu- 
tion of coffee roasting techniques, during the past 90 years, it has 
employed all the older roasting methods still used in equipment cur- 
rently being offered by other manufacturers. 


However, in the unretouched color photos on the opposite page 
can be seen the superiority of the Thermalo principle—dramatically, 
graphically, and indisputably pictured! 


It can be stated without danger of refutation that roasters 
using the Thermalo principle are the only roasters which assure— 
ABSOLUTE UNIFORMITY OF ROAST IN FLAVOR DEVELOPMENT, 
COLOR, AND FREEDOM FROM SCORCHING OR SOOTINESS. In 
short, THERMALo ROASTERS are the only roasters which cannot be 
matched in the superiority and perfection of the roast and in their 
economy and efficiency of operation. 


JABEZ BURNS & SONS, INC. 


11th Avenue at 43rd Street - #§New York 36,N. Y. LYMM 
DESIGNERS AND MANUFACTURERS OF FOOD PROCESSING EQUIPMENT 
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name— IT’S A PRINCIPLE! 


THERMALO. The surface of 
every bean is clean, uniform in color, 
free from scorched spots and highly 
polished. There are no “dull roasting” 
coffees where Thermalo roasters are 
uscd. 


There is no decomposition (oxida- 
tion) of the waxy surface fats: no 
sooty film over the surface of the bean. 
Every bean has the same even color, 
the same fine development as every 
other. It is crisply tender and drops 
upon its fellows with a pleasant 
“crackle.” 


MB ORDINARY ROAST. The sur- 
face is dull and its color uneven, as 
compared with a Thermalo roast. The 
crevices are sooty. The bean shows 
the effect of scorching temperatures. 


NOVEMBER, §954 


BR THERMALS. 
e outside color of 
the bean is the color 
of the whole bean — 
from the center to the 
surface. 


Full development 
of every flavor cell is 
proved by this uni- 
form color: and it is 
confirmed by the fine 
“style” (even, gener- 
ous swelling) of every 
bean. 


ORDINARY 
ROAST. The inside 
of the bean is lighter 
than the surface — 
underdeveloped. 


THERMALO. The ground coffee 
1s the same color as the inside and the 
outside of the whole bean—showing 
complete and perfectly uniform de- 
velopment of every flavor cell. 


ORDINARY ROAST. An ordi- 
nary roast grinds to a lighter color 
than the outside of the wiaole bean. 


THERMALO. The temperature 
within a Thermalo roaster is never 
sufficient to char the chaff, to scorch 
the fiber of the bean or to damage the 
precious oils. 

There is no black deposit on the 
surface of the coffee, no burnt tips 
and never a hint of smoky flavor. 


By onDINARY ROAST. The tem- 
perature is so high that chaff is burned 
in the roasting cylinder. 
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LEONIDAS LARA « SONS unc. 


UII J «| 99 WALL STREET NEW YORK 5, N.Y. | ill 
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Telephone: Digby 4-8777 Cable: NYLORENA Teletype: NY 1-3368 


Coffee & Tea Industries and The Flavor Field, published monthly by the Spice Mill Publishing Company, 106 Water St., New York, N. Y. 
Subscriptions $4.00 a year, 50 cents per copy, November 1954, Vol. 77 No. 11. Reentered as second class matter June 22, 1951, at the Post Office 
at New York, N. Y., under the Act of March 3, 1879. 
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Gaylord Boxes Insure Happy Landings 
for Your Products 


What happens to your products when they facturers are careful to specify Gaylord Boxes. 
“hit the road?” Are they treated as carefully This is a natural compliment to high quality, 
as you treat them back home? superior materials, and special protective 
Undoubtedly NOT! They’re bounced... abilities. 

thrown . . . jostled . . . bumped. Not pur- Make a wise investment in cost-cutting prod- 
posely, of course—but it does happen. uct protection. Contact your nearby Gaylord 


For minimum damage, many leading manu- Sales Office. 


GAYLORD CONTAINER CORPORATION General Offices: SAINT LOUIS, MO. 


SALES OFFICES COAST-TO-COAST 


CORRUGATED AND SOLID FIBRE BOXES *¢ FOLDING CARTONS ¢ KRAFT BAGS AND SACKS ¢ KRAFT PAPER AND SPECIALTIES 


NOVEMBER, 1954 5 





NEW YORK 

NEW ORLEANS 
SAN FRANCISCO 
CHICAGO 


BEST WISHES TO THE 
NCA CONVENTION 


J. ARON & COMPANY, INC. 


J. ARON & COMPANY. INC. 


Coffee Importers 


GREEN COFFEES FROM ALL OVER THE WORLD 


are ae toad, 


NEW ORLEANS NEW YORK SAN FRANCISCO 


NEW YORK Direct Representation NEW ORLEANS 
91 Wall Street SANTOS 336 Magazine Street 


SAN FRANCISCO Rio de JANEIRO CHICAGO 
242 California Street PARANAGUA 404 No. Wells Street 


Offices of Representatives in Coffee Producing Countries all over the World. 











COFFEE & TEA INDUSTRIES and The Flavor Field 








THE SHIPPING BAG WITH 


“AUTOMATIC” BALANCE 


Only one Master Coffee Shipping Bag 


—Union—has automatic-bottom 





construction. This pre-formed 
bottom makes. the container 
easier to fill, close, stack and ship. 
You economize three ways; low 
initial cost, less packing time, 
fewer complaints and adjustments 
because of merchandise 


damaged in transit. 


UNION BAG 


is one of the many leading roasters who & PAPER CORPORATION 


use Union Master Shipping Bags.) 


(Albert Ehlers, Inc., Brooklyn, New York, 


DESIGNER AND MANUFACTURER OF OUTSTANDING COFFEE BAGS AND SHIPPING CONTAINERS 


NEW YORK: WOOLWORTH BUILDING 
CHICAGO: DAILY NEWS BUILDING 
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GuMP EQuiPMENT 


GUMP IDEAL COFFEE CLEANERS com- 

bine three cleaning operations in one 

machine; send thoroughly cleaned coffee ga! 

to the roaster. Two sizes, 5000-6000 STONER 
and 12,000-14,000 pounds per hour. - 

















DRAVER COFFEE BLENDING SYSTEMS 
assure accurate, consistently uniform 
blends at low cost. For green or roasted 
bean coffee. 


GUMP RAY-NOX ROASTERS improve 
cup and keeping qualities; reduce roast- 
ing and maintenance costs. Available 
with a wide choice of accessories and 
controls. 


Exceptionally low operat- 
ing and maintenance costs. 

















COMPLETE COFFEE PLANTS 


Engineered * Designed 


GUMP IDEAL COOLERS are rotating cyl- . 
indrical coolers that assure uniform, rapid and Equipped 
cooling of the entire load. 
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ENGINEERING SERVICE ain 


FOR MODERN COFFEE PLANTS 


Individual Units + Complete Plants 


for Better Coffee « Lower Costs BAR-NUN “AUTO-CHECK” NET WEIGH- 
ERS save coffee through extreme guar- 


Gump Equipment includes the latest developments in methods and anteed accuracy. Weigh ground or 
machinery for cleaning, blending, roasting, cooling, grinding, pack- bean coffee in weights from Y% 
aging and all auxiliary operations in the coffee plant. Each unit has ounce to 5 pounds. 
been designed and constructed to operate dependably and continu- 
ously, to improve quality control, and to contribute to overall, 
efficient, coordinated production. 
The operating advantages of Gump Coffee Plant Equipment team 
with the seasoned skill of Gump Engineers, to assure top production 
efficiency. The Gump engineering staff has worked with hundreds of 
coffee plants, of all sizes and with varied requirements—ranging from 
the selection of one piece of equipment... to modernizing a single 
department. . . to the design, engineering and installation of a com- 
plete new plant. Whatever your plant requirement is, you will find 
that Gump Engineers have the knowledge, experience and desire to 
cooperate that assure an improved product at lower cost. 
Consult the B. F. Gump Co. for complete engineering service as well 
as modern, efficient equipment for every coffee plant requirement. 





GUMP COFFEE GRANULIZERS produce 
cool, clean-cut, consistently uniform 
grinds. Eight models; capacities ._ 
from 400 to 4000 pounds per 

hour. Exchange Head Plan 

an added economy. 
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GUMP IDEAL ELEVATORS give years 
BAR-NUN AUTOMATIC BAG FEED- of satisfactory service. Bucket-type 
ERS, OPENERS AND WEIGHERS Elevators for ground, roasted bean 
effect big savings in coffee and or green coffee. Air Elevators for 
packaging labor. Handle most all roasted bean coffee only. 
kraft, glassine and plastic bags. 


= F. G U RA P Cc °o w= 1312 S. Cicero Avenue, Chicago 50, Illinois 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘‘AUTO-CHECK’’ NET WEIGHERS ¢ BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS « ELEVATORS AND CONVEYORS + EDTBAVER-DUPLEX NET WEIGHERS 











Ohanksgiving Greetings 


to all in the coffee industry 


and Best Wishes to the 
OFFICERS, DIRECTORS AND MEMBERS OF 


THE NATIONAL COFFEE ASSOCIATION OF UL. S. A. 





IN CONVENTION AT BOCA RATON, FLORIDA 
NOVEMBER 30—DECEMBER 3 


WE ARE THANKFUL FoR YOUR GOOD WILL 


Ruffner, McDowell & Burch, Inc. 


NEW YORK: 98 Front Street NEW ORLEANS: 419 Gravier St. 
SAN FRANCISCO: 214 Front Street CHICAGO: 408 W. Grand Ave. 








LARDPAK LINER. 


Lardpak liner inside, then fibre, and printed 
Lardpak paper used outside. A grease bar- 
rier for scores of materials. Example of use: 
caulking compounds. 


e There are many si 


to the R.C. FIBRE CAN 
Packaging Story 


ging needs 


@ a complete line to fit your packa 


CHIP KB. 


Pitch layers between layers of fibre, for 
moisture resistance. Convolute can shown 
here. Example of use: wallpaper cleaner, 
cold water paints. 


PARAFFIN COATING. 

Parrafin lining obtained two ways: spiral 
wound from coated fibre, or sprayed in, 
convolute can. Example of use: moth 
crystals, drugs, etc. : 


Ma Nrocter, 9430 Page Bivd., St. Louis 14, Mo. 


Bronch Factories: Arlington, Tex.; Rittman, O.; Turner, Kans. 
SALES OFFICES: C. E. DOBSON, 1003 Carondelet Bidg., New Orleans 12, La. © R. C. CAN CO., 225 West 34th St., New York, N. Y. © L. C. MORRIS 
CO., P. O. Box'3218 Sta. F., 1156 Dalon Dr., N. E., Atlanta 6, Ga. © S. W. SCOTT, 608 McCall Bidg., Memphis 3, Tenn. © W. L. BENNETT, 
126 S. Third St., Minneapelis 1, Minn. © CAN SUPPLY CO., 1006 W. Washington Bivd., Los Angeles 15, Calif. 
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P.A.C.B. NEWS 


COFFEE | 


Pan-American Coffee Bureau, 120 Wall Street, New York 5, N. Y. 


Brazil * Colombia * Costa Rica * Cuba * Dominican Republic * Ecuador 
El Salvador * Guatemala * Honduras ¢ Mexico * Venezucla 





new “One for the Road” safety program 
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Ever since its first appearance four years 
ago, the “One for the Road” public service 
program, sponsored by the Pan-American 
Coffee Bureau, has been a marked success. 


It has won praise from government and 
safety officials. It has received wide-spread 
support from the nation’s press, and radio 
and television networks. The general public 
has responded warmly. 


During the approaching holiday season, 
the Bureau will again sponsor a “One for 
the Road” safety program. It will be ex- 
panded beyond our previous campaigns. Its 
timely, important, public service message will 
urge millions of people: “For Holiday Safety, 
Make That ‘One for the Road’ Coffee.” 


what the Bureau will do 


The Bureau has contracted for more than 
2,500 billboards, coast to coast, to display 
the message in dramatic posters from Dec. 6 
through Jan. 3. 

The December insertion of the “Coffee- 
break with Mary Margaret McBride” will 
direct the message to the 17,000,000 readers 
of Good Housekeeping, Woman's Home 


Companion, McCall’s and the Ladies’ Home 
Journal. 


Additional impact will come from tele- 
vision. Sponsored by the Bureau, Dave 
Garroway on NBC’s popular morning show 
“Today” — as well as other TV stations — 
will present dramatic spot announcements 
to a potential audience of 30,000,000 people. 
The Bureau publicity department will dis- 
tribute stories and releases to newspapers, 
radio and television stations throughout the 
country. 


your help can build sales 
You can take part in this great public 
service program and at the same time add 
to the prestige and sales of your coffee brand. 


The program is fully outlined in a bro- 
chure which most roasters have already 
received. Detailed suggestions on how you 
can tie in locally with the national cam- 
paigns are included. 

The Bureau is offering you the necded 
materials: radio and TV commercials for 
your own use, newspaper mats for your 
advertising, and colorful display picces — 
all of these are offered free or below cost. 


If you want further information, please 
write the Director of Advertising here at 
the Bureau. 


Sincerely, 


(W.4 


MANAGER 
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This new soluble coffee system gives you 
everything you need to blend your own! 


Now you can get your share of the sky- 
rocketing sales in the “instant’’ coffee 
business! 

Although it comes to you as a “‘pack- 
aged process,” this Pfaudler system can 
easily be controlled to produce the flavor 
you want— maintaining the desirable 
flavor characteristics of your present 
blend of roasted coffee. 

Right from the raw bean down 
through the steps of cleaning, roasting, 
extracting, drying and packaging, this 
new Pfaudler process gives you fingertip 
control. The extraction and drying of 
the roasted bean to produce soluble cof- 
fee is continuously regulated to produce 
a good, uniform product. 

You can rely on the results because 
this process has beer engineered by The 


THE PFAUDLER Co. 


1954 


Pfaudler Co.—we’ve been serving the 
food industries for 70 years. Pfaudler 
high-speed filling machines, percolators, 
processing vats, storage tanks and other 
food processing equipment are helping 
hundreds of food processors increase 
production and get a higher quality 
product. Pfaudler’s standard designs 
and easy-to-clean alloy or glassed steel 
construction make this possible. 

Get into the profitable soluble coffee 
business. You don’t have to work out 
your own process, or track down equip- 
ment for it. Pfaudler wil design, procure 
and fabricate everything you need. A 
complete plant layout will be furnished. 
If you desire, we can also handle erec- 
tion and furnish start-up service. Write 
for the full story on soluble coffee. 


ROCHESTER 3, 


Tq 


STORAGE BIN 


N.Y. 
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/ 
| there are 
strings attached 
to every Continental 


coffee can order 


Our interest in our customers goes far beyond 
delivering a dependable supply of beautifully 


lithographed cans that are right for your 





packing methods. With every order we make 
available a host of worthwhile services. Our 
coffee-packaging specialist tailor these services 
to your individual needs. Why not let us see 


what we can do for you. It'll be a pleasure! 


CONTINENTAL oF CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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YOURS for the asking 


The booklets listed below contain spectal- 
ized, detailed injormation on various sub- 
fects. This literature 1s yours for the 
asking. Merely fill out the coupon and mail 


] -NEW COFFEE ROASTER 

An illustrated folder describes a new 
coffee roaster, B. F. Gump Co.'s Ray-Nox. 
The folder tells about the method of roast- 
ing used in the Ray-Nox Roaster, and 
other features of operation and construction, 
including recording thermometers and con- 
trols. B. F. Gump Co., 1325 S. Cicero 
Avenue, Chicago 50, Ill. 


2—iNsTraNt COFFEE DATA 

Yours for the asking is a comprehensive 
survey of the instant coffee field which 
answers such questions as: How much 
capital investment do you need to get into 
the instant market? What additional ad- 
vertising budget is neccessary for instant? 
What are your chances in competition with 
national brands? Coffee Processors, Inc., 
1111 North Halsted Street, Chicago, III. 


3 —Movern FILLING MACHINES 

This illustrated, four-page folder de- 
scribes various kinds of filling machines 
developed for today’s packaging require 
ments. Among the machines are universal 
fillers, automatic augar feeds, automatic de- 
plex units, automatic tight wrappers and 
others. Stokes and Smith Co., 4900 Sum. 
merdale Ave., Philadelphia 24. 


4 COFFEE GRIND STANDARDS 


Copies of the Simplified Practice 
Recommendation on Coffee Grinds, which 
have been out of print, are now being 
made available to members of the trade 
by Jabez Burns & Sons, Inc. This ten- 
page reprint of the U. S. Department of 
Commerce pamphlet gives details of the 
standard grinds worked out by the trade 
in cooperation with the government. For 
a copy, write Burns at 11th Avenue and 
43rd St., New York 36, N. Y., or check 
the coupon below. 


5 -SEALING TEXTBOOK 

This little textbook on the sealing of cor- 
rugated and solid fiber containers has four 
chapters: 1. Adhesives—Hand Sealing and 
Automatic Sealing; 2. Gummed Paper Tape; 
3. Metal Stitches and Staples; 4. Metal 
Straps or Wire. The 36-page book is avail- 
able free from the Robert Gair Co., Inc., 
155 East 44th Street, New York 17, N. Y. 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 
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New Hampshire sun shines on 1954 Tea Association conventioneers 


( 


Some—not all—of the tea people and their guests at the Tea Association's ninth annual convention, Mount Washington Hotel. 


avoid violent price swings, tea world warned 


A warning to the tea industry of the world to avoid wide 
price swings, up or down, was sounded at the ninth annual 
convention of the Tea Association of the U.S. A., at the 
Mount Washington Hotel, Bretton Woods, N. H. 

The heard the recent increases called 

sharp. 
Anthony Hyde, executive director of the Tea Council of 
the U.S. A., Inc., cited the plight of the coffee industry 
and warned that violent price fluctuations were not in the 
best interest of either the producer or the consumer. 

He decided the world was moving toward a situation of 
more tea supply than demand, and called for market ex- 
pansion as the soundest answer to stable prices in the 


convention too 


future. 

With a stepped-up promotion campaign, the industry 
could add 25,000,000 to 50,000,000 pounds in annuai 
United States consumption in the next five years, Mr. Hyde 
told the convention. 

The Bretton Woods gathering also heard Dr. Alfred H. 
Lawton, medical research advisor to the United States Air 
Force, declare that a cup of tea provides one of nature's 
best remedies for fatigue 
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In a report which should provide the industry with 
powerful promotion material, Dr. Lawton indicated that 
tea was especially helpful in the hurry-worry pace of modern 
living. 

The convention elected as president of the association 
for the coming year Edward J. Vinnicombe, Jr., a director 
of McCormick & Co., Inc., and head of that firm's tea 
department. 

Edward C. Packer, of the Tetley Tea Co., was named 
vice president, and P. C. Irwin, Jr., of Irwin-Harrisons- 
Whitney, Inc., was elected treasurer. 

Named members of the board of directors were Hugh J. 
Davern, The Grand Union Co.; Joseph Diziki, Carter, 
Macy Co., Inc.; Harry L. Evans, B. Fischer & Co.; R. M. 
Howell, Frank G. Shattuck Co.; R. E. Liptrott, Salada Tea 
Co.; Angus W. McAdam, A. W. McAdam Co.; Harry R. 
McComb, Standard Brands Inc.; R. Barclay Scull, Wm. S. 
Scull Co.; Hayes G. Shimp, Jr.. Hayes G. Shimp, Inc.; 
Robert B. Smallwood, Thomas J. Lipton, Inc.; Samuel 
Winokur, Seeman Brothers, Inc.; and George N. Witt, 
National Tea Packing Co. 

Singling out the achievements of the association presi- 
and The Field 


Flaver 
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Larger market is soundest answer to coming tea surplus, Bretton 


Woods convention is told. More U. S. funds for promotion urged. 


President Vinnecombe pledges aggressive merchandising program. 


dents who preceded him, Mr. Vinnicombe said he would 
try to maintain the progressive attitude which was their 
driving force. 

Mr. Vinnicombe called for more of the industrywide 
cooperation which proved a valuable asset in past under- 
takings. 

“In particular, I'd like to see still closer relations between 
this organization and the Western States Tea Association,” 
he said. “The Western states hold probably the greatest 
potential for the expansion of our industry. We can open 
a whole new field of industry growth by giving that market 
the attention which it deserves. 

“We ought to give this matter serious consideration in 
choosing our 1956 convention site. A Midwest meeting, 
convenient to all sections of the national trade, might prove 
valuable in cementing the closer relations which we all 
desire.” 

Recent big gains in U.S. tea consumption, Mr. Vinni- 
combe said, can be traced to the Tea Council's promotion 
campaign. The campaign, operating currently on a budget 
of $1,500,000 a year, is sponsored jointly by the Tea Asso- 
ciation of the U.S.A. and the tea producing nations of 
India, Ceylon and Indonesia. 

“In this industry,’ Mr. Vinnicombe said, ‘trade not aid 
is more than a slogan. Thanks largely to the cooperation of 
our producer partners—India, Ceylon and Indonesia—the 
tea industry has been a leader in developing the kind of 
trade relations which the world so badly needs.” 

He outlined plans for a Far Eastern tour late this year 
in an effort to cement further the present good relations 
between producing and distributing branches of the tea 
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Charles F. Hutchinson, retired U. S. Supervising Tea Examiner, in 
front of "The Hutchinson Tour" section of the public relations exhibit 
at Bretton Woods. Fred Rosen and Lea Kates, Tea Council's p. r. 
specialists, took three walls of an area as long as the convention hall 
itself to give delegates a sampling of radio, television, magazine 
and newspaper publicity for tea in past year. 
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industry. Mr. Vinnicombe helped to launch the Tea 
Council's industrywide promotion campaign with a similar 
Far Eastern tour two years ago. 

“I hope that my tenure as president will serve to 
strengthen the aggressive merchandising program which has 
proved so valuable in the recent past,’ he emphasized. 
“In the final analysis, all else depends on this selling job. 
It's a job, moreover, which is never done. We must keep 
up the sales pressure or lose the advantage of all the hard 
work that has gone before. 

Plans for increased tea use in the Army were hailed as 
a major industry gain by Robert B. Smallwood, chairman 
of the Tea Council of the U.S. A., Inc. 

The Army decided to make tea increasingly available 
on its menus, Mr. Smallwood said, after surveys showed 
it was desired by soldiers. He also expressed satisfaction 
that the Army has adopted a 150-count tea bag recom- 
mended by the tea industry. 

“In addition to the good news from the Army,” Mr. 
Smallwood declared, ‘I understand that the Air Force, 
Navy and Marines will make tea increasingly available 
at the discretion of local procurement officers.” 

Aside from immediate sales gain, Mr. Smallwood said, 
the increased tea use in military camps may have a marked 
carryover effect when servicemen return to civilian life. 

Mr. Smallwood also urged continued industry efforts to 
improve brewing equipment for hot tea. He predicted 
that such equipment will be developed in a current research 
project at Battelle Memorial Institute, Columbus, Ohio. 

“I think it would be most difficult to estimate truly how 

(Continued on page 27) 


New Yorkers and New Englanders fought to a tie in softball match 
ended by darkness. Kneeling, from left: Gene Pollizzano, Joseph 
Diziki, Hayes G. Shimp, Jr., A. M. Koster, Allan McKissock, A. J. 
Grille and Oliver J. Conway. Standing: Ronald G. Gill, Bert 
Jacobs, J. L. McCormick, David Davies, Thomas E. Shea, Ed Parker, 
Donald L. Peterson. Mr. Koster was in charge of the event. 
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expanding market 


Executive Director 
Tea Council of the U.S.A.,Inc. 





It was a bold thing which Anthony Hyde, the Tea 
Council's executive did at the ninth annual 
convention of the Tea Association. 

He plunged into the problem of prices, a delicate sub- 
ject for any industry spokesman, and warned against the 
sharpness of the current increase in tea prices, as well as 
sharp declines. 

He called for price stability, pointed to increasing sup- 


director, 


plies, and said what was needed was a stepped-up rate 
of market expansion. 

It was a major report. Here are key excerpts . . . 

Wide price swings, either sharply down, or sharply 
up, are disruptive and in the long run wf in anyone's 
best interest. 

A stable, profitable price level, achieved through a 
dynamic balance of demand and supply should be our aim. 





In any agricultural commodity, if the grower is to safe- 
guard the consumer, he must see that there is an ample 
supply. But to protect the grower, the demand must be 
high enough to make the price profitable. 

The case for stable prices, which will encourage ample 
production to meet total demand, is quite clear. But 
just how to achieve it is not easy, as our own Secretary 
of Agriculture will testify. 

The normal tendency of farmers is to increase their pro- 
duction from year to year, in order to increase their total 
income. Thus, other things being equal, total pro- 
duction of any given crop tends to increase. Given a 
natural tendency to increase supply, there are only two 
ways to assure a stable, profitable price level, without the 
dangerous device of fixing minimum prices: Either ex- 
pand demand; or restrict production. 

Both of these methods have been used by the tea pro- 
ducers, and the record of success has been a remarkable 
one which has benefitted both the producer and consumer 
alike. 

Since we don’t live in a vacuum, the price level of tea 
must be judged in terms of the price level of all com- 
modities. We might call this general price level “par” 
for the course. 

If the world price of any particular commodity follows 
this line reasonably closely, we can feel that both con- 
sumer and producer have been fairly treated and that 
the price level of this commodity has been relatively 
stable. 

The price of tea closely follows that of all commodities. 
Quite a contrast with coffee, cocoa or rubber. In 1932, 
the price which growers were getting was unfavorable. 
But this was corrected to some extent in 1934, shortly 
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after the International Tea Committee was set up in 
London. 

Up to that time, the first six months of 1954, the price 
we had been paying the producers was not out of line. 
But in the last two months, auction prices have risen an- 
other 15 cents American, which we hope represents a 
temporary situation, or otherwise the cost of tea definitely 
will be out of line. 

When all prices are expressed in stable dollars at the 
1926-29 wholesale level, you see tea has had an even 
better record of stability. Packers have not passed on the 
full increase by any means. In the past ten years, in 
money terms, tea has gone up only 39 per cent as com- 
pared to 68 per cent for all food in the U. S. and 262 per 
cent for coffee. 

However, there was a long period when coffee was rela- 
tively lower than tea. It is an odd statistical fact that the 
25-year average wholesale price index of coffee has been 
below the average wholesale price index of tea. 

But the public does not drink statistical averages, and it 
will be a tough job to convince people of this country that 
we haven't been unfairly treated by our South American 
friends. And I suspect an equally tough job to convince 
our South American friends that we haven’t been unfair to 
them. 

The truth is that the absence of a stable price level is 
always unfair to both producer and consumer. 

On the other hand, let's be equally clear and equally 
frank that the American consumer does not want to be taken 
advantage of by prices artificially maintained at an unfairly 
high level. This is always the danger when restrictions, 
either minimum prices, or production cutbacks, are substi- 
tuted for prices arrived at in the open market. 
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And don't think I am unaware that most of us feel that 
the increase in tea import prices during 1954 has been too 
rapid. It as, especially in recent weeks, and many growers 
would be the first to say so. 

This puts a big responsibility on the growers to do every- 
thing in their power to increase their production this year 
to normalize prices. It would be a travesty if tea followed 
in coftee’s footsteps. Further sharp increases in tea prices 
now would inevitably be followed by a break in prices later. 

This instability is the very thing we are seeking to avoid, 
and up to now, I think we can agree that tea’s record has 
been truly remarkable. As consumers we should be the first 
to recognize the statesmanship with which the producers of 
tea have acted. 

Tea did not achieve its relatively stable price level by 
accident. 

In 1932, following years of expanding acreage and tea 
production, the great depression struck. Supply was far 
greater than the world markets under those conditions could 
absorb. The glut forced prices to the point where producers 
were facing bankruptcy. 

It was then that the concept of ‘each year striking a 
balance of demand and supply” was born. And to bring 
this about, in 1933 the International Tea Agreement was 
signed by the major producing countries, and two bodies 
were brought into being. 

On the supply side: The International Tea Committee. 

On the demand side: The International Tea Market Ex- 
pansion Board. 

The International Tea Agreement, under which the Tea 
Committee works, provides essentially for two things: 

First, a quota on exports of manufactured tea. 

Second, a regulation of acreage planted. 

Since 1941 the operation of the Tea Committee has had 
no restrictive influence on production, for during most of 
that period tea was in short supply or in balance. The 
quotas have been set above actual production each year. 

It is difficult, at the very time when prices are showing 
instability on the up side, to think of the need to increase 
demand. But the short-term position of tight supply—aggra- 


Don Peterson made with a camera for these shots of tea folk having 
fun at the Bretton Woods Hawaiian beach party and (see those 
two characters avec sangfroid in the picture second from the right) 
the "evening in Paris. The couples (from left) are the Oscar Goren- 
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vated by floods—must not blind us to the fact that the 
true, long-term problem of tea is to expand markets and keep 
demand pressing forward. 

If it were not for two facts, the present supply would 
be 250 million pounds a year ahead of demand. 

The first fact is that Indonesia, Formosa, Japan and China 
are producing for export 150,000,000 pounds less tea an- 
nually than they did prewar. 

The second fact is that annual consumption of tea by 
India herself has increased 100,000,000 pounds since pre- 
war times. 

Even if we write off China as a producer of tea for the 
world market, one of these days Indonesia's production will 
increase; perhaps Japan's and Formosa’s too. India and 
Ceylon have enjoyed the benefit in recent years of expand- 
ing their production more than 50 per cent, which has 
given these countries much needed foreign exchange. They 
can expand production even further, and I have no doubt 
would like to. Africa and other tea producing territories are 
coming along. 

Taking the long view, in my opinion, demand will have 
to be increased far move rapidly in the future than it has 
in the past, or we shall have to resort to restrictive measures. 

The International Tea Market Expansion Board can show 
impressive increases in some markets they have been able 
to operate in, but the overall record on the demand side 
has fallen short of the performance on the supply side. 

Since 1934-38, the population outside of the producing 
countries has increased 30 per cent. But tea consumption 
has increased by only 13 per cent. 

Considering the interruption of the war and the necessary 
curtailment of activities, this lag in demand is not sur- 
prising. But aside from this accident of fate, let us look 
at the means that were set aside for the expansion of the 
tea market. 

Since 1934—20 years ago—the producing countries have 
spent 24,400,000 to increase the world market outside of 
the producing countries. This amounted to four-tenths of 
one per cent of the value of their total exports. 

(Continued on page 25) 


flos, with no word yet on how frequent that hand in the pocket is; 
the Russell W. Fields, Jr.; the L. H. Blitches; the A. W. Dimes’; the 
John Irwins; Monsieur Thomas Shea et Monsieur Russell Morse; and 
the R. E. Liptrotts. 
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Somehow on C. William Felton (left) that ukulele looks smaller. 


Also in quintet are Robert B. Smallwood, Indian Tea Board's B. C. 


Ghose, Mount Washington Hotel Oscar Johnson, and 


entertainer. 


manager 


Trying a little not-so-close harmony are (bottom row, from left) 
Charles Gratale, Thomas Shea, Dominic Vaskas and Charles Rogers. 
Beyond them are James Harding, "Skippy’"’ McAdam and Gerald 
Dunphy. 


Getting ready for the festivities are (from left) Gibson Wright, Mr. 


and Mrs. A. W. Dimes, Edward C. Parker and Thomas J. O'Rourke, 
who as chairman of social events worked tirelessly—and well. 
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tea 
and the human 
factor 


By DR. ALFRED H. LAWTON, 
Medical Air Force Advisor, U. S. Air Force 
Assistant Professor of Medicine, 
George Washington University School of Medicine 


This article, highlights from a report to the 1954 Bretton 
Woods tea convention, is a little on the technical side. Don't 
let that keep you from reading Ut. 

It is, in our opinion, one of the most valuable presen- 
tations to be made before the tea industry in many years. 

We suggest that no tea man, especially in the selling end, 
can afford not to have readily available Dr. Lawton's facts. 

The information is basic and enormously constructive. 
With initiative in using it. tea men can derive a great and 


continuing advantage. 


Research and clinicai reports show that tea, because of its 
caffeine content, is as good an agent for the relief of 
fatigue as any that have been offered. Tea provides relief 
which is both immediate and sustained. 

Actually, tea is a versatile beverage and, depending upon 
the results desired, may be prepared so as to be mild, low 
in caffeine content and allowing sleep, or it may be pre- 
pared robust, rich in caffeine, and a true stimulant. In 
either form, tea may be beneficial to the human factor. 

Instead of a precise and detailed scientific treatise quoting 
laboriously each bit of experimental evidence leading to 
the present understanding of tea and its effects, it is rather 
my purpose to summarize only a few of the more interest- 
ing conclusions related to tea. 

A term which may need explanation is xanthine, as in 
“xanthine containing beverages.” Methyl derivatives of 
xanthine are theobromine found in cocoa, theophylline found 
in tea, and caffeine, which occurs in tea, coffee, mate and 
kola. 

You all know that the first records of the use of tea 
are lost in the obscure antiquity of China. Similarly, in all 
early historical records and in almost every primitive tribe 
ever studied man used stimulant beverages for the production 
of a sense of refreshment and wakefulness and for relief 
from hunger and fatigue. Modern scientific studies have 
only identified the common agents in all of these beverages 
as xanthines, particularly caffeine, and have not improved 
overly much on the beverage or its effects. 

It is amazing that, although these plants or their resultant 
beverages produced no outstanding subjective sensations, 
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these plants were singled out in different parts of the world 
for dietary use. It is even more surprising that modern 
scientific methods have revealed no other plants containing 
considerable quantities of caffeine than those already known 
to primitive groups. Time and unaided observations seem 
to have been sufficient for the identification of these plants 
which contained xanthines, notably caffeine. 

The stimulant action of tea results largely from the caffeine 
and to a lesser degree from the theophylline which it con- 
No doubt, this action is a basis for the popularity of 
tea. People consume it for its stimulating action. Scientists 
can find no quarrel with this. 

Psychological testing bears out that a cup of tea gives 
an immediate as well as a delayed lift, without inducing 
secondary depressing effects. _Pharmacologists state that 
beverage tea tends to facilitate mental and muscular effort, 
diminish drowsiness and fatigue, and produce a sensation 
of comfort and cheerfulness without being followed by de- 
pression, except as it exhausts reserves. 

It is almost superfluous to remind you that the beverage, 
tea, is an infusion made from the dried tender young leaves 
of the plant thea sinensis. Theacae. Green tea represents 
dried leaves, while the black variety is fermented. Except 
that the fermentation process removes chlorophyll and some 
of the tannins from the leaves, tea, as it is presented to the 
user, is pharmacologically a reasonably consistent product. 
It contains 1 to 3.5 per cent caffeine, less than 1 per cent 
volatile oil, 4 to 30 per cent tannins, and small amounts of 
theophylline, theobromine, adenine and other xanthines. 
Dried tea leaves actually may contain a greater amount of 
caffeine than an cquivalent weight in coffee beans. It is 
the mode of preparation that allows the resultant cup of 
tea to be rich or poor in caffeine content. 

Customarily the tea beverage is prepared by steeping four 
or five grams (a heaping teaspoonful) of the tea leaves in 
a cup of boiling water for two to four minutes. The re- 
sultant brew contains about 0.1 to 0.15 grams (24% to 2 
grains) of caffeine. This moderately brief preparation has 
merit since it obtains much of the effective caffeine and 
leaves behind the tannins which may be disturbing to the 
stomach. Likewise, properly made tea contains less ex- 
tractive matter and oils than some of its caffeine-containing 
relatives and hence may be less disturbing to the gastro- 
intestinal tracts of many people. 

Although I am not an advertising man, nor an agent, 
these facts appear to me to be significant in ways other 
than to the physician contemplating a patient with gastritis 
or other inflammatory enteric disturbances. 

The average cup of tea, then, contains about 100 to 150 
milligrams of caffeine, which is approximately a therapeutic 
dose. Such an amount of caffeine acts primarily to stimulate 
the central nervous system, to redistribute the circulation for 
efficient activity, to produce increased ease of muscular 


tains, 


activity, and to cause diuresis. 

Although the capacity for muscle to perform work is in- 
creased by the amount of caffeine in the average cup of tea 
and this is a factor in explaining the relief of physical 
fatigue experienced following its ingestion, the main effect 
of tea or its caffeine in alleviating fatigue is due to the 

(Continued on page 28) 
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Ready to tee off in the welcome New Hampshire sunshine are (from 
left) Marvin Hirschhorn, Walter Cusack, Robert Thomas and a 
prominent tea visitor at the convention from London, James G. 


Booth-Smith. 


Another foursome, eager to test the Mount Washington links, are 
(from left) George Corke, Charles Rogers, A. R. Perrin and Thomas 
C. Farrell. As usual, golf was convention's most popular sport. 


Bretton Woods golfers played against the majestic background of 
the Presidential Range and Mount Washington. Here (from left) 
are Paul Irwin, R. E. Weiskopf, Gerald Dunphy and W. L. Kasper. 
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By ALBERT M. ROCKWOOD, Batelle Memorial Institute 


A touchstone of the United States tea market is restaurant 
consumption. Its significance goes beyond proportion of 
product volume. 

It also influences home tea drinking—as a drag or as a 
‘ pur. 

At long last, the tea industry is coming to grips with 
weakness in restaurant tea. Here are highlights from 
1954 tea convention report on what's been done, and what 
10 expect. 


It has been quite clear that consumption of tea in the 
out-of-home market would increase markedly if restaurants 
and cafeterias could be shown how to make good tea. It 
has been pointed out that most restaurants and cafeterias 
lacked an adequate supply of boiling water—essential for 
good tea making—and that tea making was too laborious 
a chore. In short, restaurant tea-making equipment 1s in- 
adequate. 

Early this year, the Tea Council and the National Restau- 
rant Association joined forces to remedy this situation. By 
May, the National Restaurant Association had initiated a 
research program at Battelle Memorial Institute to de- 
velop suitable tea-making equipment. 

Our first job was to establish specifications for the tea- 
making machine. Lengthy meetings were held with Colonel 
Logan of the National Restaurant Association, his equip- 
ment development steering committee, and members of the 
Tea Council. It was finally agreed that the ideal tea maker 
should: 

Make good tea. 

Provide both hot tea and iced tea. 

Be completely automatic and foolproof. 

Provide its own source of boiling water. 

Take up minimum counter space. 

Deliver at ieast 200 cups per hour. 

Require little maintenance. 

Have enough capacity to serve peak demand eis 

Of course, this machine must have sales appeal and z 
reasonable first cost. It must use a readily obtainable source 
of heat, be easily cleaned, and easy to install. Quite a large 
order! Each of these specifications could inspire an explan- 
ation of its own. Suffice it to say that the underlying phil- 
osophy is to increase the number of satisfied customers and 
to decrease the cost of tea service in restaurants. 

Naturally, we took a quick look around to see how tea 
is being made today both in this country and abroad. 

We confirmed that United States manufacturers 
little to offer restaurants in the way of tea-making equip- 
ment. Insulated urns can be had for the storage of hot tea, 
but brewing must be done manually in the old familiar 
way. Very few companies make boilers suitable for pro- 
ducing boiling water for tea, and fully-developed auto- 
matic equipment appears to be nonexistent. 


have 
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In England, we learned that World War II had stimu- 
uated a demand for mass serving of hot tea. This demand 
is reflected in an August, 1952, report from the Tea 
Bureau: 

“What is needed is a means of making and -serving a 
good cup of tea as easily and quickly, for example, as a cup 
of coffee. Even in a country like Britain, where the some- 
what laborious methods of tea making are traditional, the 
more enterprising caterers are finding means of mechanizing 
preparation and service.” 

The British have indeed made a good start. Over 15 
companies make special boilers for tea-making equipment. 
Multipots, which in principle, are like giant vacuum flasks, 
are produced in many forms and sizes. Some are carried 
on carts, others by shoulder straps, seeking out the Britisher 
in the remotest corners of his island. 

Thse two basic units, the boiler and the multipot, have 
been combined in a number of ways. Several firms make 
semi-automatic tea sets, consisting of a boiler, two multi- 
pots, and a suitable table. Automatic units are also being 
made. Brewing, time, water inflow and temperature con- 
trols are fully automatic. Still other units have been de- 
signed into a compact single urn. 

The British, not being enthusiastic iced-tea drinkers, have 
not given significant attention to the problem of making 
iced tea. And so we found that British equipment which 
brews hot tea full strength is not the answer to the problem 
facing American — restaurants. Furthermore, since full 
strength brew cannot be held long at drinking temperatures, 
much less serving temperature, it became apparent that the 
solution to our problem must be in some other direction. 

Several reports, both from the United Kingdom and the 
United States, suggested the use of freshly brewed tea con- 


Chez Mount Washington Hotel's evening in Paris (from left) Mon- 
sieur Henry P. Thomson, Madame H. B. Leussing, Monsieur A. M. 
Koster and Madame Thomson. The evening, as you can see, was a 
merry one. 
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centrate for making both hot and iced tea. Tea concen- 
trate is by no means new. Restaurants have made it for 
years, using it for iced tea only. Most housewives have 
used it too, and make a somewhat stronger tea to allow for 
ice dilution. The fact that it can be used to advantage in 
making hot tea is perhaps not generally so well known. 

Some of you are undoubtedly wondering what tea con- 
centrate is, how it is made, and how it is used. Tea con- 
centrate is simply strong tea. It is brewed in the usual 
manner with boiling water, but requires less of it. Actually 
a strong concentrate is made with considerably less boiling 
water and can then be diluted with hot water to form tea, 
or with cold water to make iced tea. You can see that fully 
as much beverage can be made from a pound of tea by the 
concentrate method as by the full-strength method. 

Some tea tasters have rated cups of tea made from con- 
centrate superior to standard brews. Concentrate generally 
makes an acceptable cup of tea, which is far superior to 
much of the tea being sold to the public today both in 
England and in the United States. The reason for this ts 
that full-strength brew deteriorates more rapidly when held 
at drinking temperature and can be noticeably affected 
within an hour of brewing. Concentrate, on the other hand, 
can be stored at a low temperature, approximately 130° F., 
for long periods of time, and can be brought to full strength 
and good drinking temperature by dilution with hot water. 

We have recently had occasion to confirm most of these 
observations in our own laboratories, and additional confirm- 
ation has come from tests conducted recently in New York 
City by William MacMelville for the Tea Council. Tests 
at Battelle were made to verify the validity of these ob- 
servations for tea brewed in the quantities contemplated for 
restaurant equipment. Robert Compton served as tea taster 
for these tests.. As a result of these tests, and the con- 
firming reports, we believe that the tea concentrate method 
is exceptionally well suited to restaurant equipment. 

Why? Well, let's compare the two methods. If boiling 
water is used, both full-strength tea and tea made from 
concentrate are good. The same number of cups of tea 
can be made by either method. 

But, if you want both iced tea and hot tea from the 
same machine at the same time, the concentrate method is 
probably the only method which can be used. If you must 
have piping hot tea, then tea made from concentrate will 
taste better longer. Tea made from concentrate does not 
require as bulky equipment. Boilers can be smaller, and 
so can the storage urns. Because less boiling water is re- 
quired for extraction, there will be a more rapid recovery 
rate. 





.. . and tea tastes good, too 


“After a cup of tea evidence of cortical stimulation 
can be observed in the resulting increased speed and clear- 
ness of thought, in the more vapid association of ideas, in 
the capacity for more prolonged intellectual effort, and 
in the disappearance of mental weariness and los: of de- 
ure for sleep.” 


Dr. Alfred H. Lawton, Medicical Research Advisor 





to the U.S. Air Force, at the 1954 Tea Convention. 
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Report 


Jr., C. William Felton, who chaired 


Edward J. Vinnicombe, 
ninth convention. 


elected TA president. 


We plan to evaluate the tea-concentrate principle in a 
prototype piece of equipment soon. In one arrangement 
which might be used, cold water reservoir which has a high 
regain rate and maintains water temperature at 200° F. 
This water is used to dilute concentrate to make hot tea and 
to feed the boiler when a new batch of concentrate is re- 
quired. Boiling water is forced under pressure to the in- 
fuser, or tea basket, and sprayed over the tea leaves. Orifices 
in the infuser control the rate of brewing and the concen- 
trate drains from the infuser into a container located in a 
constant temperature holding bath. A push on a selection 
button will produce the correct mixture for either hot or 
iced tea. The metering pump controls the delivery of con- 
centrate while fixed orifices in both the hot and cold water 
lines, which are maintained at constant pressure, control the 
flow of dilution water. Fully automatic controls can be 
provided for this device, so that cleaning and replenishment 
of tea should be the only demands placed on the operator. 

We have much to do before this machine can be con- 
sidered ready for production. One or more prototypes must 
be built, and field tests must be made. However, we hope 
to complete the machine next year. 

Perhaps, we have set our sights too high, but then as 
James Conant once said, “Behold the turtle: he makes 
progress only when his neck is out.” 


New England Tea Trade Club 
to hear Admiral MacMillan 


The Tea Trade Club of New England has proudly 
announced it is presenting a new kind of mecting. The 
internationally famous explorer and lecturer, Admiral 
Donald B. McMillan, world renowned for his Arctic ex- 
plorations since 1921, will tell of the important part 
that tea has played in tiese explorations. He will il- 
lustrate his lecture with movies. 

The place is Purcell’s New Harvard Room, Boston. 
The time is 6:30 p.m., the date December 2nd and the 
tariff is $3.00. 

Tea men, business friends, customers and families are 
invited. 

Tea has played an important part in Admiral Mac- 
Millan’s arctic explorations. Since their inception, the 
Salada Tea Co. has been contributing to the expeditions’ 
larders. 
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the dynamics of an expanding market 
(Continued from page 19) 





As a general bench mark, it is interesting to note that 
the citrus growers of the U.S. devote about three per cent 
of their annual gross sales to promotion. This year they 
will spend about $10,500,000 in this market. 

My own estimate of the long-term situation is that the 
producers are sitting on the edge of a price precipice. Where- 
as for 15 years the chief problem has been to increase 
supply to meet demand—even though demand is lagging 
behind population—the coming 15 years are more likely to 
see supply running ahead of demand. 

Now, one of two things can be done to keep prices 
stable: Either demand can be stimulated; or the supply 
restricted. 

If, eventually, supply outruns present demand—as I be- 
lieve it will—it is not certain how adequate the emergency 
machinery of the International Tea Committee would be 
to prevent price demoralization. Nor do we know that the 
producing countries would be content with the measures 
of the past. 

None of us wants to see this tested. All of us would pre- 
fer to see the forces of the market place govern prices. Re- 
striction of supply is no real solution for anyone. It would 
be better to assure the future long range stability of tea 
prices by embarking on a dynamic program for expanding 
demand, than to wait passively until production has to be 


curtailed. There are far less problems of bringing supply 
into balance with an expanding demand than there are with 
a shrinking demand. 

What a wonderful prospect lies ahead for tea if we do 
choose to expand the market! The job is big, but we know 
it can be done. 

The key to maintaining the world demand for tea is the 
U.K. and Ireland, which together take half the world’s tea 
exports. 

The U. S. A. and Canada together account for another 16 
per cent of the export market. Australia is 6 per cent, 
North Africa about 5 per cent, Egypt 4 per cent, the Union 
of South Africa and other Africa about 4 per cent. These 
are some of the key world markets in terms of total pound- 
age. Together, they absorb 85 per cent of all tea exports. 

It is neither necessary nor practical to mount campaigns 
in all foreign markets. But it is necessary to spend enough 
to ensure results in the market chosen. 

Although we here in the U.S. have never had as much 
money at our disposal as the full job would require, we all 
recognize and appreciate that from the very first the pro- 
ducing countries have given the U.S. market a high pri- 
ority. In recent years, we have had almost 50 per cent of 
their total funds. The producers know, as we know, that 
of all the world markets, the U.S. has the greatest potential 
for expansion. 

In the past, there was a question in the minds of some as 

(Continued on page 149) 


Conditions in the tea market being what they are, we 


know darn well that the only way we can sell you tea 


is at your price. All right! You name it. We have just 


made a very advantageous tea purchase which puts us 


in a position to meet practically any offer in reason. If 


you doubt it, say how much and see what happens. 


You have our price list and know the wide range of tea 


merchandise we carry, and its consistently high quality. 


—If you've mislaid our 
price list, send for if or 


phone. 


We're going to move this lot, and move it fast—to the 


first comers. Make your offer. Better use the phone. 
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O'Rourke comes through again 





the Tea Association’s ninth convention was more fun than ever 


On the sports and social side, the convention managed to 
edge upward the high-water mark in fun which had been 
sct at preceding events. 

The lighter side of the program began with a cocktail 
party and buffet dinner on Sunday evening, sponsored by 
the allied trades. Then conventioneers saw “Gift of the 
Gods,” in a preview showing of a Tea Council movie just 
completed. The movie, in color, depicts tea drinking habits 
around the world. 

Monday night, after the first day of the convention proper, 
the tea folk eased into the evening at a reception and cock- 
tail party given by the board of directors of the Tea Asso- 
ciation in honor of distinguished guests from the tea pro- 
ducing countries. 

With dinner, the conventioneers donned proper garb 
for boarding the “'S.S. Lurline,” en route to Hawai. A 
Waikiki beach party followed, with the ladies in grass 
skirts and the men in loud—but loud—shirts, and every- 
body sporting leis. It was an evening tea people won't 
forget. 

The next night, with a renewal of enthusiasm remarkable 
in itself, the conventioneers relaxed into an “evening in 
Paris.” Familiar faces looked strange in sideburns and 
mustachios, under berets and behind long cigarette holders. 

Before the ‘‘evening in Paris” was over, the tea folk 
agreed that Thomas J. O'Rourke, the social events chair- 
man, had outdone his efforts at earlier conventions, some- 
thing they—and he—had not believed possible. 

Mr. O'Rourke was assisted by Herbert C. Lear, H. B. 
Leussing and Mrs. C. William Felton. 

Much to the relief of the sports chairman, and everyone 
else, the tea convention managed to hit on some of the few 
sunny days which the area had seen since spring. 

Golfers moved out into the Mount Washington Hotel's 
course, playing against the magnificent backdrop of the 
Presidential Range. 

Winners of the men’s kickers handicap on the first day 
were Norman A. Langer, who came in first, with R. E. 
Weiskopf as runner up. 

First in the women’s kickers handicap that day were Mrs. 
Edward J. Vinnicombe, with Mrs. R. W. Hilliers second. 

Thomas Shea topped the field in the men’s medal play 
tournament, trailed by J. S. Daniels and J. C. Barrett. 

Einar Anderson put his ball closest to the pin on the 
first hole, to come out ahead in the men’s hole-in-one contest. 
Next closest was Hugh J. Davern. 

On the distaff side, the medal play was captured by 
Mrs. R. E. Liptrott, trailed by Mrs. R. W. Hilliers. The 
hole-in-one winners, in tee shots on the first hole, were 
Mrs. D. R. Harper and Mrs. C. William Felton. 

Wednesday's men’s kickers handicap was won by F. E. 
Waters and Thomas E. Dannemiller. 

First in the men’s low gross tournament was Edward J. 
Vinnicombe, Jr. 
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The women’s kickers handicap on Wednesday was topped 
by Mrs. J. R. Irwin, with Mrs. M. Smith second. 

The Vinnicombe’s, Mr. and Mrs., did well. Mrs. Vinni- 
combe came out ahead in the low gross tournament for the 
distaff side. 

In a putting contest for men and women, Miss Nancy 
Cusack won first price. Her father, Walter T. Cusack, took 
the top award in the driving contest for men. Mrs J. R. 
Irwin led the field in the driving contest for women. 

In the tennis competition, prizes went to J. N. Frank, 
Mrs. Edward Parker and Donald Gill. 

Golf arrangements were handled by R. D. Thomson and 
C. F. Hull, tennis by Carl Seeman, Jr. 

Robert A. Lewis, Jr., promptly seized the opportunity, 
when skies cleared, to shepherd a large quota of con- 
ventioneers to the top of Mt. Washington via the cable 
railway. 

In the business end, and in the social and sports pro- 
grams, the ninth convention of the Tea Association was 
considered to be one of the best yet 

Credit for this achievement goes to the hard-working 
convention and program committee, headed by C. William 
Felton. Assisting him were Robert A. Lewis, Jr., Max 
Margolies, Thomas J. O'Rourke, Edward C. Parker, Miss 
M. Petrozelli, Carl Seeman, Jr.. Hayes G. Shimp, Jr. and 
R. D. Thomson. 


India to release 
449,230,000 pounds 
of tea for export 


India announced that it will 449,230,000 
pounds of tea for export from the current year's crop 
a 29 per cent increase on the standard export figure. 

A government announcement said the increase was 
possible because of higher production. 


release 


Bob Lewis, Jr. named chairman 


of Junior Board of Directors 


Robert A. Lewis, Jr., of Delano, Potter & Co., Inc., 
has been named chairman of the Junior Board of Directors 
of the Tea Association of the U.S.A. for the coming 
year. 

Vice chairman is Thomas E. Shea, of the Jacobus F. 
Frank Co. Joseph N. Frank, of the Wm. S. Scull Co., 1s 
secretary-treasurer. 

A vacancy on the board left by Jack Sassard, of Mc- 
Cormick & Co., Inc., has been filled by William H. Hall, 
of the same company. 

Mr. Sassard was transferred to the West Coast. 
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avoid violent price swings, 
tea world is warned 


(Continued from page 17) 





significant has been the drag effect on the tea industry of 
the historiaclly bad job done by restaurants in the service 
of tea,” he declared. 

Mr. Smallwood said that the board of directors of both the 
Tea Association and the Tea Council were very much im- 
pressed with the excellent job that Fred Rosen, ably assisted 
by Lea Kates, is doing in attaining widespread coverage of 
the basic selling ideas about tea which the industry wants to 
project. 

He called attention to the enormous display of tea pub- 
licity on television, radio, newspapers and magazines which 
lined three walls of an adjoining room as long as the 
convention hall itself. 

A “new look” in America’s foreign economic policy was 
urged by Chester Bowles, former U.S. ambassador to India. 

He called for a seven-point program of economic assist- 
ance, topped by freer trade, in an effort to halt Communist 
advances in the under-developed nations of the world. 

Democracy’s future, Mr. Bowles said, is tied in with “‘a 
wave of high hope and revolutionary ferment which is roil- 
ing across Asia, Africa and South America.” Everywhere 
in the world, he said, “people are on the march, fired with 





the conviction that modern science can wipe out the poverty 
which past generations accepted as inevitable.’ 

If democracy fails to meet this challenge, he said, we may 
lose vast forces to the Communist cause. 

Donald A. Wells, of the Leo Burnett Co., Inc., adver- 
tising agency handling the tea campaign, pointed up the 
continuing growth of advertising pressure in the United 
States. 

The American consumer is much harder to sell today than 
he was back in 1939, Mr. Wells said. In 1939, the total 
bill for all advertising in the U.S. was 1.9 billion dollars, 
he pointed out. In 1953 this figure was 7.8 billion dollars 
—nearly four times more dollars for advertising than was 
spent in 1939. 

Moreover, three times as many advertisers are spending 
the money, and on three times as many brands, he added. 

Describing the Tea Council’s new advertising program, 
Mr. Wells said it will boost tea impacts 14 per cent while 
reducing the cost per impact 45 per cent. 

Conventioneers were enthralled by Dr. Charles S. Hous- 
ton, leader of the 1953 American assault on ‘“K2,” who 
described, with slide-films, his expedition’s attempt to 
conquer what was then the world’s highest unclimbed peak. 

Dr. Houston's expedition was forced to turn back short 
of the peak. Earlier this year the mountain was conquered 
by an Italian expedition. 

Wind-up of the business sessions was the “Idea Ex- 
change,” chairmanned by Max Margolics, of the Tea Pack 
Co. 
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stimulation of the nervous system. In test preparations it 
can easily be shown that it is the nerve cells which show 
impairment and become fatigued, long before the muscle 
bundle is exhausted. 

Small doses of caffeine stimulate the so-called “higher 
centers’ of the brain. After a cup of tea, evidence of this 
cortical stimulation can be observed in the resulting in- 
creased speed and clearness of thought, in the more rapid 
association of ideas, in the capacity for more prolonged in- 
tellectual effort, and in the disappearance of mental weari- 
ness and loss of desire for sleep. 

Another anatomical system on which a cup of tea or 
caffeine has marked physiological action is the cardiol vascu- 
lar system. The action cf a cup of tea on the heart and 
circulation is a complex one. Caffeine has both a central 
action on the cardio-vascular, vagus and other centers in 
the brain, and a direct peripheral action on the muscular 
coats of the heart and blood The theophylline 
and other xanthines in the cup of tea exert most of their 
action directly on the heart and blood vessels. These 
various actions usually total up algebraically to produce a 
more rapid heart rate without any increase in force for the 
heart beat, and without any increase in blood pressure. 
a redistribution of the blood to the vital 


vessels. 


This results in 
organs. 


“Highlight” Report 


Caffeine, theophylline and the other xanthines not only 
relax the coronary vessel, which supply the blood to the 
heart, but also appear to stimulate the collateral coronary 
circulation. These agents, therefore, are useful to the 
physician as adjuncts in the treatment of both angina pec- 
toris and myocardial infarction. 

The same action of these drugs to relax smooth muscle 
find use in relieving bronchial asthma. The increased blood 
supply to the kidney which the xanthines bring about in- 
crease urinary output. This effect is utilized in the therapy 
of cardiac edema, although it is ineffective in the treatment 
of flomerulonephritis (Bright's disease) . . 

My purpose in mentioning these medicinal effects of 
xanthines is not to advocate tea as a great therapeutic agent 
to be hawked at ‘medicine shows,” but to indicate that not 
only is tea usually a safe beverage for patients suffering 
with such conditions, but also it may have additive beneficial 
effects for the patient. 

There are at least three conditions in which tea or 
other caffeine beverages have been contraindicted in times 
past. With two I will disagree and with one generally 
agree. Because these xanthines which tea contains are 
closely related chemically to uric acid, there has been a be- 
lief that tea should be excluded from the diet of a patient 
with gout. Today it is known that xanthines do not break 
down in the body to uric acid, which by its overabundance 
produces the abnormalities of gout. Rather, these xanthines 
metabolize so that they are excreted as urea so that it ts 

(Continued on page 144) 
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Robert B. Smallwood, president of Thomas J. Lipton, Inc., and chair- 
man of the Tea Council of the U.S.A., Inc., congratulating Clement 
M. Hakim on his 20 years in tea and wishing him further success. 


20th anniversary in tea 
marked by one of leading 
importers in United States 


A New York tea man is now marking his 20th anniversary 
in this industry. In two decades, he has become one of 
the leading tea importers in the United States. He is also 
recognized as an authority on tea consulted by governments 
in both hemispheres. 

Clement M. Hakim started in tea in Alexandria, Egypt, 
as an apprentice. Fresh out of St. Mark’s College in that 
city, where he specialized in commerce, he joined the tea 
department of the Mitsui organization, the largest com- 
pany in Japan. 

Mr. Hakim recalls with a smile that this apprenticeship 


was arranged by his father. Young Hakim was a little on 
the wild side, and his father was glad to get him settled. 

Those six months as a tea apprentice shaped Mr. Hakim’s 
life. He decided he liked the tea business. 

With his father’s agreement, he went to Japan and set 
up a tea blending and exporting firm in Shizuoka. That 
was in 1934. Now Mr. Hakim shakes his head wryly at 
the memory. Within a year, his capital was all gone! 

In 1935 he began making yearly trips to Europe and to 
Africa, and he set up importing offices in Tripoli, Tunis, 
Algiers and Casablanca. 

This phase of his tea career ended, and a new one 
began, when he came to the United States in 1939. In 
asscciation with others, he opened an office in New York 
City which specialized in Japan and Formosa teas. 

Two years later he set up his own company, and broaden- 
ed into the handling of all kinds of tea, particularly Indias, 
Ceylons and Javas. 

In 1944, knowing that his familiarity with Japan and 
the Japanese language, as well as other languages, might 
be useful he quietly volunteered, as a private. 

In this action was real sacrifice. As tea men know, dur- 
ing the war tea import “quotas” here were like money in 
the bank. Mr. Hakim gave his ‘quota’ away, closed his 
offices and went into the Armed Forces. 

Six months later he was a lieutenant in the U. S. Military 
Intelligence, and when he left the Army in 1947, it was 
with the rank of Captain. 

He served in some of the roughest spots of the war— 
Burma, China, Okinawa—but he prefers not to talk about 
it. 

While in Japan with the Army in 1946, he was asked by 
SCAP to go with former President Herbert Hoover to 
China as an advisor on his Food Mission. He was also 
sent to Formosa to check the food and tea situation there. 

After the war the Japanese tea industry was almost totally 
dislocated. Assigned by the Army to SCAP, in Japan, Mr. 
Hakim directed the reorganization of the industry there, and 
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tea was the first industry to get back onto its feet. 

In his work as an expert tea consultant to the Army, 
Mr. Hakim was directed to prepare studies on the world tea 
situation, including production, packaging, shipping, sales 
and consumption. He visited Asia and Africa in carrying 
out these duties. 

In 1947, after his discharge from the Army, Mr. Hakim 
returned to New York and reopened his offices. 

But four years later he was called on again, this time 
by the United States government and by K. C. Wu, governor 
of Formosa, on a mission to improve that island’s tea 
exports. 

The work he did there brought commendation both from 
Governor Wu and from Washington. 

In 1951 he also returned to Japan, at the request of the 
Army, to help build tea exports there. General W. F. 
Marquat lauded him for “outstanding results’. 

Mr. Hakim has also served as a consultant on tea to the 
French, Japanese and Chinese Nationalist governments. 

Now one of the top tea importers in the U. S., Mr. 
Hakim continues to keep in direct touch. Every year he 
visits London and Amsterdam, Europe's key tea markets, 


and he also travels occasionally to India, Ceylon and other 
producing countries. . 

This broad background and continuing contact with tea 
producers and consuming markets throughout the world 
bring to his views on tea wide attention and respect among 
tea men themselves. 

In addition, Mr. Hakim’s is a warm, volatile personality. 
As tea people have discovered at conventions and elsewhere, 
he can bubble over with fun. 


Nixon elected president by Canadian 


Tea and Coffee Association 


Albert E. Nixon, of Montreal, was elected president 
of the Tea and Coffee Association of Canada at the 
annual meeting at the Seigniory Club, Quebec. 

Mr. Nixon succeeds Clarence J. Egli, of Toronto, who 
was elected vice president for the Ontario zone. 

Directors elected were: E. J. King, Vancouver; B. C. 
Erridge, Vancouver; W. T. Kennedy, Winnipeg; J. B. 
Dangerfield, Winnipeg; Ernest Simpson, Toronto; H. L. 
Keen, Montreal; R. B. Brenan, Saint John, N.B. 
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Taking the big swings out of prices 


In both the industries covered by this publication—coffee 
and tea—ways to take the big swings out of prices are under 
discussion. 

In tea, the problem is mostly a future one. 

As was outlined at the Tea Association’s Bretton Woods 
convention, tea prices have been rising sharply. Production 
has been expanding. Inevitably, in the long term, the 
world will have more tea than it consumes. 

Unless— 

1. Production is cut back, or 

2. Demand is increased. 

At the tea convention, a number of things were empha- 
sized which go to the heart of this matter. 

Wide price swings are harmful, to producer and to con- 
sumer, 

From the viewpoint of industry well-being, increased de- 
mand is much sounder than cut-back production. 

Money to increase demand, properly used in a well plan- 
ned campaign, is an investment which returns itself many 
limes over, 

Putting money into promotion in the same quantity as in 
past years is moving backwards. Stepped-up competition 
and higher advertising costs mean larger budgets just to 
hold your ground, let alone make new gains. 

The tea industry, in a few short years, has been able to 
generate an astonishing increase in tea consumption in this 
country. 

At the tea convention, this was translated into dollars 
and cents. Since 1951, the investment which producers 
and the United States trade made in the industry campaign 
was about $6,000,000. For the same period, the retail value 
of the increased tea sold amounted to more than $28,000,- 
000. Producers and the United States trade shared this 
“return”. 

To make sure its money was used effectively, the Tea 
Council concentrated on key markets. Its advertising mes- 
sage reached only 40 per cent of the potential national 
audience. 
of 15,000,000 pounds was won. 

For the tea industry, the question is clear-cut. 

The largest potential in increased tea consumption is 
not being reached. More promotion money will tap the 
presently untouched 60 per cent. And new sales gains 
will relieve problems arising from expanded production. 

The fundamentals which the tea people are considering 
have no less bearing in coffee. 

But for coffee, tossing in the rough wake of the price 
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From that segment, the three-year sales increase’ 


rise, the problem is far more pressing and the discussion 
already much more passionate. 

Coffee consumption in this country has been hurt, and 
world prices have retreated. Some of the retreat was wild, 
astonishing panic, which left a deep worry in coffee centers 
in both hemispheres. 

In producing countries the talk is of measures to stabilize 
prices. Suggestions have been put forward to call an 
international conference, with United States representation, 
to work out demand yardsticks to govern supply. 

In this country, it must be acknowledged that some coffee 
men look at current suggestions to stabilize coffee prices 
with a jaundiced eye. 

They agree that violent price swings are harmful to 
everyone. They think more moderate movements are ad- 
visable. They feel a ‘reasonable’ price, if it can be pinned 
down to everyone's satisfaction, is a good idea. 

But, they say, all these things were just as true, or more 
so, when prices were on the way up. Why, they ask, didn’t 
producer representatives come forward then with suggestions 
for international conferences to work out stabilization? 

It must be pointed out that this attitude, as is true of 
any recrimination, can do harm if it gets in the way of sound 
judgement. 

What the industry needs now is a single, united effort, 
a “crash” program pooling of producer and United States 
trade resources to restore lost consumption, to rebuild a 
constructive public attitude on coffee, to drive toward win- 
ning new consumption. 

This means, in whatever form it takes, an investment in 
promotion money equal to the need. 

By any standard—compared with other 
measured against things which should be done and aren’t— 
past and current promotion investments are sadly inadequate. 

It also means a bold and objective appraisal of returns 
for the promotion dollar, to make sure that each dollar 
is as effective as possible. 

In this situation the 1954 convention of the National 
Coffee Association can make history. 

The times underline in bold 
the launching of a vast crusade for coffee. 

If the Boca Raton convention is able to meet this need, if 
it can find ways to spark such a crusade, if it can start the 
funds rolling for an enormous public relations campaign, it 
will be meeting the great challenge before the industry. 

In this direction, too, lies the answer of healthy price 
stabilization. 


industries, 


strokes the need for 
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San Francisco’s year-round clement weather makes it an 
ideal port for handling coffee shipments. The even temperature facilitates 
receipt and storage of coffee without loss of weight. 
Docks are large, airy, and spacious which permits 
weighing and hauling immediately on unloading. 
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where does coffee stand now? 
where is it headed? 
what should the industry do? 


A 1954 Coffee Convention ‘Fact Reference’ Section 


NCA’s 44th Annual Convention Other phases 


Individual coffee bags: Where do they 
sports cbrstchares stand now—Beaman 
Packaging: Coffee bags in today's nuthin Dees 
Growth: 100 years of service— 
the Eppens, Smith story ....... 
Transportation: Coffee on the soltennitaane 


Convention program—business, social, 
Convention theme—McKierman ..........0........0ccece 
Industry objectives—Hanemann ................. 
Welcome to conventioneers!—O' chem 


Premiums 


Coffee in the U. S. Keep ‘em coming—using premiums 
to build repeat sales—Bowen 
How premiums helped boost coffee caleee 


Fundamentals 
McGarvey 
Couponing aera studied 


Brewing: Good coffee is good business—Laughery 
Public Relations: Influence more people—Neumaan ..... 
Financing: A budget for the need—Ehlers . 
Promotion: Opportunity for expansion—Kohn & 
Trends: Coffee on the brink—Ransohoff ... Coffee in the Producing Countries 
Regions: Regional roasters must fight—Clark . 
Prices: An open letter by Bartlett ais 
Markets: New ways to sell coffee—Westfeldt 5 
Price fluctuations and the 
cyclical shortage of coffee—Diederichsen 
Coffee in crisis—Leite 
Coffee traders and speculation—Filho 


Restaurant market 


Let's get the answers—and let's go!—Eisenmenger Colombia 

What's ahead in brewing equipment?—Zitz .................... Pri . Urib 

Coffee—the restaurant's silent salesman—Ford ep hag - “a salt ail 
ecent coffee trends in Colombia—Balzac 


Coffee plants Other producing countries 

FEDECAME: The road ahead for coffee—Morales 
Costa Rica: Let's not walk alone—Lara 
Honduras: Whither Honduras coffees?—Kattan 
Venezuela: Trends and turns—Brandt 
Nicaragua: Developments in production—Wheelock 
Dominican Republic: Expansion in output—Baez Diaz .... 


Automation in green coffee handling—Robinson 
(The “push button" plant is here 


Soluble coffee 


Recent developments ? 
; "eee Coffee in Europe 


in the soluble coffee industry—White . 


Trends in the technique of soluble 
coffee production—Berg and Zuckerman United Kingdom: Coffee in the U. K.—Whelpton 


Should you get into solubles?—Harrison ........................ Belgium: The impact of the crisis—Demolin 
A "package" plant for making solubles Sweden: Coffee developments—Mellin .... 
Notes on soluble coffee .... eer Switzerland: Swiss coffee in crisis—Braunschweig ........ 
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NCA seeks shift to offensive 
after year of coffee turbulence 


Merchandising, instant coffee panel discussions in program 


for 1954 convention; golf, fishing tournaments scheduled 


Coffee men in the United States, and elsewhere in pro- 
ducing and consuming countries the world over, are watch- 
ing the 1954 convention of the National Coffee Association. 

NCA’s 44th annual convention comes after one of the 
most turbulent years in the history of coffee. 


Nor has the turbulence run its course. The impact of 
trade events is still unfolding, and coffee policies—from an 
international level down to company attitudes—are still 
being reshaped. 

What form those policies take may be deeply affected 
by the coming convention of the United States industry. 

Once again the NCA convention is being held at Boca 
Raton Club, Boca Raton, Florida. To provide leeway 
after the Thanksgiving holidays, the meetings open on a 
Tuesday, November 30th, and run through Friday, De- 
cember 3rd. 

Expected to dominate the meetings is the question of 
a huge, hard-hitting campaign to stop any further declines 
in consumption here, and to pave the way for gaining back 
lost ground. 

Producing country suggestions to meet the current price 
problem—in the form of an international stabilization 
agreement—are also sure to come up in discussions at 
Boca Raton. 

At a meeting in Rio de Janeiro last month, producers 
worked out a suggestion for a committee which would come 
to grips with coffee problems. The committee would in- 
clude members of producer organizations and _representa- 
tives of the U.S. State Department. 

The suggestion is being put before a conference in Rio 
of American finance ministers, held concurrent with the 
NCA convention. 

In the background at Boca Raton will be charges of 
“unlawful restraint of trade’’ brought by the Federal Trade 
Commission against New York Coffee & Sugar Exchange 
officials and other members of the trade. FTC set Decem- 
ber 14th as a tentative hearing date. 

The charges have been denounced publicly by coffee men 
and disinterested observers as unfounded and unwarranted. 

For the first time, soluble coffee will have a major place 
on an NCA convention program. A panel discussion will 
center on this subject, with Earl Ackerman as moderator. 
Panel members will include representatives of the General 
Foods Corp., The Borden Co., The Nestle Co., Inc., J. A. 
Folger & Co. and Tenco, Inc. 
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Familiar to coffee men is the Boca Raton Club, Boca Raton, Florida, 
where the National Coffee Association is holding its 44th convention. 


This convention will also see changes in the structure 
of the association resulting from amendments to the con- 
stitution voted by the membership. 

The membership will elect a chairman, vice chairman and 
treasurer. The board of directors, reduced from 27 to 21 
members, plus the three ex officio members, will select the 
president, who is expected to be John F. McKiernan, the 
present executive vice president. 

NCA President James M. O'Connor, opening the con- 
vention, will introduce the governor-elect of Florida, who 
will welcome the coffee fraternity to his state. 

Mr. O'Connor will then present distinguished guests 
from producing countries and leaders of regional coffee 
associations in the U.S. 

During the morning the NCA president will present his 
report to the convention on the asscciation and developments 
in the past year. A report will also be made by NCA 
vice president Albert Hanemann. 

One of the top events at the opening session will be 
the report by Horacio Cintra-Leite, president of the Pan- 
American Coffee Bureau, and U.S. representative of the 
Brazilian Coffee Institute. 

The session will wind up with the first trade-wide viewing 
of “The Coffee Case’, a movie produced for the industry 
by the public relations committee of the association. 

The movie dramatizes the key problems before U.S. coffee 
men, and suggests lines of action to meet them. 

(Continued on page 144) 
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Executive group in the Eighties Modern Building at Eppens, Smith Co., Inc 


A Century of Service... 


January 1, 1955, will mark the 100th anniversary of 

our firm. Looking back through the years, we take pride in the 
knowledge that it has been a century of achievement 

and constant progress in meeting the requirements 

of our many customers and friends in the coffee industry. 

Our aim for the future, as during the past, is to provide you the 


LEONARD B. SMITH 


First President, 1855 finest possible service and cooperation in coffee and tea packing. 


PRIVATE LABEL BLENDING, ROASTING, PACKING— 

TEA BAG PACKING—TO SPECIFICATIONS — 

VACUUM TINS, 1-LB. PAPER BAGS, RESTAURANT PACKS, 
2 AND 4 OZ. INSTANT. 


Complete service available—supplying green coffee, roasting to your 


FRANK EPPENS HODSON — specifications, blending to your standard, packing under your label. 


Preside f, 55 a : 
or Samples of your coffee matched and prices quoted. 


EPPENS, SMITH CO., INC. 
Direct Importers of Coffee and Tea 


51-02 21st Street, Long Island City 1, N. Y. 
Telephone EXeter 2-0600 


Ted Seidel, Manager, Baltimore: 300 Stewart Bldg. E. Lee Foster, Manager, Boston: 156 State St. 


Herbert Powers, Manager, Philadelphia: 53 S. Front St. Paul Sachs, Manager, New York: 100 Front St. 
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* 302 MAGAZINE STREET, NEW ORLEANS 12, LA. 
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let’s sell more coffee 





By JOHN F. McKIERNAN, 


Our annual convention is the New Year's Eve of the 
coffee industry—the time when we reflect on the year 
gone by, and look hopefully toward the days to come. 

We have chosen “‘Let’s Sell Coffee” as our convention 
slogan, to represent the optimism and enthusiasm we 
feel about the coming year. 

And we believe we have 
reason for optimism and 
enthusiasm. 

Crop reports from all 

parts of the world indicate 
that there will be more cof- 
fee to sell. For this, we are 
grateful to our suppliers— 
the coffee-growing nations. 
They are constantly striving 
to produce more and better 
coffee through advanced 
technological practices. 

I was privileged to witness these efforts upon the oc- 
casion of my trip to the First World Coffee Congress 
at Curitiba, Brazil, at the beginning of the year, when 
I also visited the experimental farm at Campinas. And 
again in Mexico, where I observed the progress at the 
central experimental farm at Jalapa, Vera Cruz, and saw 
for myself the promise of a bright coffee future in the 
enlightened methods being applied to coffee agronomy. 

Earlier this year, Roberto Quinonez, El Salvador’s 
Minister of Agriculture, told us about the success of new 
procedures in his country. In addition, work is going 
on at the research and experimental farm at Turrialba, 
Costa Rica, at Chinchina in Colombia, and at the United 
States Plant Introduction Garden, Chapman Field, Florida. 

All these efforts and experiments spell progress for 
the entire coffee industry. 

We also view with optimism the news that the United 
States Department of Agriculture is cognizant of the need 
for adequate crop reporting from the United States 
embassies in the producing nations. We have pointed out 
this need in speeches, in letters, at the Beall Committee 
hearing, and in visits to the F:deral Trade Commission 
and other governmental agencies in Washington, D. C. 
Certainly, statistics on supplies are of vital importance in 
any business, and we expect to see this goal achieved in 
1955. 

Now that our supply situation appears promising, let's 
look to our market. This is really many markets in one— 
some urban, some rural, some commercial, and some 
social. It includes those who eat those 70,000,000 meals 
daily in restaurants, diners, and hotels. It includes the 
40 000,000 housewives whose loyalty to coffee supports 
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the industry; it includes those untapped millions of pre- 
voters in the 17 to 19 age group, and it includes those 
37,000,000 who have a coffee break each day. 

In addition, it includes those great masses of coffee 
consumers who must be won back from the strongholds 
of resistance brought about by the events of the past 
year. Even our population trend continues to increase far 
beyond the expectations of conservative forecasters. As 
an example, in this population panorama, a rising wave 
of pre-voters is constantly entering our market. Today, 
there are approximately 6,000,000 people between 17 and 
19. They exceed in number the generations that pre- 
ceded them. Will they be coffee drinkers? That depends 
on our efforts to introduce them to our product. 

We cannot deny that 1954 has been a harrowing year 
for coffee. The net result seems to be that coffee has lost 
friends and prestige. Aad what hurts just as much, if not 
more—the coffee industry has lost valuable sales because 
of consumer resistance. 

Oversimplifying, it seems that if we have lost sales 
because of public attacks, a poor press, and consumer 
resistance, which in sum total is bad public relations, by 
the same token we can help win them back through good 
public relations. 

By good public relations, we mean first of all winning 
the public confidence through sound business practices— 
offering top quality so that the consumer knows he is 
getting a good product. 

Then we must go into the market place and keep our 
product before the public eye. We must convince the 
housewife, who manages the family finances, that she is 
justified in buying coffee, more coffee for home consump- 
tion. We must offer the business man, who lunches at a 
restaurant every day, a cup of good coffee—not watered, 
or stretched, or extended in any way. If he orders coffee, 
then that is what he wants, and he should get a good full- 
bodied cup of the fragrant brew. And we must introduce 
coffee to potential consumers at every opportunity. 

When I say I believe we have reason for optimism and 
enthusiasm about the coming coffee year, I am not un- 
mindful of the formidable foes arrayed against us in th¢ 
battle of beverages. 

We all know that the American Dairy Association ap- 
proved a $4 000,000 dollar advertising campaign to push 
the sales of dairy products. The goal is to substitute a 
“milk break’’ for the traditional coffee break, and to have 
a milk dispenser installed in every factory and office. Be- 
sides the Dairy Association, the U.S. Department of 
Agriculture is solidly pushing the consumption of milk. 

In addition, the Tea Council has appropriated nearly 
$2.000.000 dollars to promote its preduct. The soft drink 

(Continued on page 142) 
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aim for 25,000,000 bags a year 


By ALBERT HANEMANN, Vice President 


Anyone bold enough to attempt an answer to the ques- 
tion, “What should the industry do now ’’, should briefly 
review the extraordinary and sometimes startling events 
which shook the coffee industry during the past year. 

The precipitous advance in prices that took place when 
the full extent was realized, 
of the damage to the Parana 
crop by the frost of July, 

1953, is unparalleled in the 
history of coffee. 

The subsequent decline 
brought about by a com- 
bination of causes only too 
familiar to all of us was 
probably the sharpest over 
so short a period of time 
in the history of any im- 
portant commodity. So 
great was the drop in coffee 
that the price decline alone exceeds the present full price 
of cotton! The amount of the decline is over five times 
the total value of coffee in the early twenties. 

It is only natural that such abnormal movements should 
bring about serious repersussions to every segment of the 
industry both here and abroad. Our government, probab- 
ly forced to take action by the pressure of public opinion, 
ordered the Federal Trade Commission to conduct an in- 
vestigation of coffee prices. So great was the public 
clamor that investigations were authorized by the Con- 
gress. Rarely has any commodity been subjected to more 
adverse publicity and propaganda on all sides and through 
every medium of communication. 

Throughout this storm of criticism, and often violent 
denunciation, the industry itself maintained its composure, 
confident through it all that by patience and perseverance, 
wise policy and sound merchandising, coffee would retain 
its proper place as America’s favorite beverage. 

Conditions are still far from normal, but there is every 
indication that the worst of the storm is over, and there- 
fore the time seems propitious for the industry to set a 
definite and constructively aggressive course for the future. 
In doing so, no consideration is more important than a 
sound approach to the problem of public relations. 

An essential task of the industry now is to leave no 
stone unturned to regain by hard work, effective publicity 
and intelligent advertising the enviable position which 
traditionally belongs to coffee in the field of beverages. 
The experiences gained during the past year should serve 
as a priceless guide to attain our objective in the future. 

The highly efficient work which has been done by the 
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Pan-American Coffee Bureau should not only continue, but 
their efforts should be extended. It is to be hoped that 
the producing countries will increase their contributions 
to the advertising fund of the Pan-American Coffee 
Bureau, for now more than ever should favorable publicity 
for coffee be kept before the American public. 

The present situation poses a challenge to the Public 
Relations Advisory Committee of the National Coffee 
Association, and it is gratifying to know that the capable 
members of that committee are already devoting enormous 
energy to the work. 

It is not sufficient mereiy to regain lost ground. Now 
that the world supply situation has become more favorable, 
the goal should be an American consumption of 25,000,- 
000 bags of coffee a year in the foreseeable future. 





“Welcome to NCA’s 
44th annual convention!” 


By JAMES M. O'CONNOR, President 
National Coffee Association 


It is a pleasure and an honor to welcome delegates 
and guests to N.C.A.’s 44th annual convention. 
I sincerely believe that these annual meetings offer 
a unique and valuable op- 
portunity for us to bene- 
fit from the exchange of 
ideas with representatives 
of all phases of the coffee 
industry, including our 
friends from the produc- 
ing countries. 
As my tenure of office 
as president comes to a 
close at this convention, 
I wish to thank N.C.A.’s 
board of directors, mem- 
bers of the executive com- 
mittee, officers, and all other committeemen who so 
ably assisted me in association work. Without their 
unstinting cooperation, an unusually troubled coffee 
year would have been even more difficult. I hope that 
the coming year will present less complexities. 
To my successor I offer my very best wishes and 
my services in the furtherance of the best interests 
of our great industry. 
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LEON ISRAEL & BROS., INC. 


COFFEE 
IMPORTERS 
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SAN FRANCISCO WEA CHICAGO 


160 CALIFORNIA STREET 404 NO. WELLS STREET 


AGENTS FOR 


LEON ISRAEL AGRICOLA E EXPORTADORA S/A (BRAZIL) 


Coffee Planters & Exporters 


SANTOS * RIO DE JANEIRO PARANAGUA ANGRA DOS REIS 


ISRAEL (LONDON) LTD. General Agents for Europe 110 Cannon Street, London, E. C. 4, England 
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good coffee is good business 





By EUGENE G. LAUGHERY, General Manager 
The Coffee Brewing Institute, Inc. 


Near the end of one of the most turbulent years in the 
history of the industry, The Coffee Brewing Institute 
finds cause for optimism. It is an optimism based on 
evidence that brewing standards are again becoming an 
important factcr in the mind of the roaster; it is an opti- 
mism built on a growing 
recognition by the trade of 
the efforts that are being 
made on its behalf. 

As history goes, The 
Brewing Institute is barely 
emerging from its swaddl- 
ing clothes. During the two 
years of its existence it 
spent the first getting orien- 
tated, planning and explor- 
ing. The second has been 
largely devoted to action in 
carrying out its plans, which 
have been specifically designed to aid the roaster, the 
restaurateur and the consumer in getting a cup of fine 
coffee, 

The objective of the entire program has been to en- 
courage the cooperation of the coffee and allied industries 
in realizing this goal. To this end literature has been 
prepared and distributed indicating the nature of the fa- 
cilities and services the Institute is ready and eager to 
supply, consumer studies have been launched and techni- 
cal research assignments have been made. 

Each, in its own particular sphere, is contributing to 
the overall objective of the Institute and the industry at 
large—namely the improvement of the quality of beverage 
coffee. 

One of the most notable projects in this connection has 
been the consumer preference survey, conducted for the 
Institute by the New York management counseling firm 
of Nejelski and Co., among 2400 restaurant patrons in 
New York, Chicago and Los Angeles. 

Though only preliminary data from this study has 
been released, it is significant and has stirred interest and 
enthusiasm in both the coffee and restaurant industries. 
Perhaps the most important finding of the entire survey 
is the fact that the public does know good coffee, that it 
is a primary factor in choosing eating places and that the 
individual consumer is capable of specifically describing 
what he likes and does not like about the coffee that is 
served to him. 

The outstanding feature characterizing this effort is that 
it is being achieved on a cooperative basis between the 
coffee and restaurant industries, an alliance which was 
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fostered and initiated by the Institute. Out of it will 
come information which will be of mutual benefit. 

The full importance of this joint effort is beit sum- 
marized in the comment ot a representative of the National 
Restaurant Association serving on the inter-industry com- 
mittee, who recently had this to say: 

“This first meeting of the Inter-Industry Committee ts 
a revelation to me. We have been urging the coffee 
growers and the roasters to do something to help us 
during this time of high prices. Today, however, instead 
of arguing with each other, we actually sat down to spell 
out our problems—our individual and collective problems. 
Now that we have done this, I am sure we have set the 
stage for working together. Do you know what made the 
difference? We had some research facts to put our minds 
to. When you start with facts, you have to deal with 
real problems. Resorting to pressures in the face of facts 
doesn’t get you anywhere. 

While this joint committee was primarily formed to 
advise and assist in the consumer survey study, its obvious 
importance has led to a status of permanency and its 
sphere of operations enlarged. As a result, the joint 
committee has been instrumental in suggesting several new 
projects and has assisted in several others, including the 
evaluation of the Army urn, which was developed by the 
Naticnal Coffee Association under contract with the Army 
several years ago. The work that has been done on this 
equipment to date indicates that it does possess features 
which promise to eliminate many of the undesirable aspects 
in brewing coffee today. 

This partially sums up the restaurant picture insofar as 
the Coffee Brewing Institute is concerned. The balance 
is of equal importance, being devoted to the training of 
personnel in the rudiments of good brewing and main- 
tenance procedures. 

Recently a color and sound slide training film was re- 
leased for this purpose. Known as ‘Specialty of the 
House—A Cup of Good Coffee’, the production is pre- 
sented in two parts, the first being devoted to the urn 
brewing method and the second to the vacuum type method 
of brewing. 

Literature on the film has been distributed to roasters 
throughout the country with the suggestion that they 
exhibit it before restaurant clients for the purpose of 
improving brewing techniques. 

Along the same line, a booklet devoted to the subject 
of restaurant and institutional coffee brewing has been 
published and is being distributed through the coffee man 
to his customers. In introducing this pamphlet, which is 
entitled “Coffee Brewing”, 10,000 copies were sent to the 

(Continued on page 141) 
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MOCO 


AUTOMATIC 
PACKAGING MACHINE 


for Tea Bags, Coffee Bags, and other 
individual portion or small package production 


> 


The MOCO Packaging Unit is an ultra high speed machine, years 
in advance of its field, for the production of tea bags and Steepo- 
lator Coffee Bags. It is also adaptable for the small bag packag- 
ing of sugar, pills and other granular or symmetrical products 
in many types of heat sealing materials — foil, cellophane, etc. 


The MOCO’s small size (2’ sq.), light weight (350 Ibs.), speed 
(200 per min.), and operating efficiency practically by-passes 
competition for low cost packaging production. “Amazing 
Performance” — is the reaction of all packaging engineers in- 
specting this machine. 





MOCO HEAD ONLY 5” x 7” x 14” CONTAINS 
ALL VITAL WORKING PARTS OF MACHINE. 


Almost foolproof simplicity to avoid breakdowns or 
the need for trained mechanical supervision. 


DEPENDING UPON THE “HEAD”, THE MOCO UNIT WILL 
PRODUCE TWO TYPES OF TEA BAGS: 


1. The standard flat type. 


2. The new, premium quality Steepolator, smaller appear- 
ing and four pleated for faster infusion. 


The 4” tab with loop replaces the old fashioned, slow production tag and string. (Loop slips over cup handle.) 
This tasteless, non-tangling tag is simultaneously brand-name imprinted, formed and attached during bag 
production. The handle forming mechanism can be disconnected instantly for tagless bags. 


We ee ee ce . ht Sine, 


130 NEWBURY STREET ° MASSACHUSETTS 
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when we influence more people, 
we'll sell more coffee 


By JEROME S. NEUMAN, Chairman 
Public Relations Committee 
National Coffee Association 


When our Public Relations Committee resumed its 
assignment after the 1953 convention, we had plenty 
of warning to approach the new year “loaded for bear.” 
But before this year was half over we knew we were stalk- 
ing the wrong game. We had a tiger by the tail! 

No one knows better than 
readers of this publication 
what a rough and tumble 
year it’s been for coffee’s 
public relations. In the 
press rooms and the broad- 
cast studios, to say nothing 
of the grocery stores, cof- 
fee was taking a verbal pum- 
meling. 

True, we did some talk- 
ing-back. Our coverage of 
press conferences held by 
NCA officers and our peri- 
odic releases have told our story in no less than 1,731 
publications with a total circulation of nearly 35,000,000 
readers. Nevertheless, because of the headlines devoted 
to governmental and congressional investigations into 
coffee prices, we have lost considerable ground in main- 
taining good relationships with our consuming public. 

One factor which helped us to do as much as we have 
done in public relations this year was a special assessment 
for additional funds. I would like to express here my 
sincere thanks for the almost unanimous response to this 
special assessment. 

While the situation at this writing calls for still more 
financial tools for public relations, the association has 
decided not to resort to another assessment. We are 
now studying ways and means to raise the kind of fund 
that will enable us to launch a full-scale and round-the- 
calendar program. I think it is time we stopped kidding 
ourselves that we can effectively mold the opinions of 
the public at large with the meager financial resources at 
our disposal. 

Last year, the theme of our convention was ‘The Chal- 
lenge Facing Coffee.’’ Despite the fact that we tried to 
arouse all delegates to the urgent necessity for bigger 
public relations tools, we came away from Boca with a 
smaller budget than we had for the previous year. 

While the theme of this year’s convention is ‘Let's 
Sell Coffee,” the challenge that confronted us last year 
is still present—and it’s a hundred times more imposing. 
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In order to really take a stand against that challenge, 
we've got to have stronger support. 

“Let's Sell Coffee,’ sure. No one is more eager to 
sell than I am. But first we've got to re-sell a large 
segment of the public on coffee. We've got to sell 
consumers on the integrity of the industry. 

In the light of present-day consumer attitudes, “selling” 
the public on our fair-mindedness as an industry should 
be the number one goal of our public relations efforts. 

Let's work on that together. And let’s work together 
on finding the right-sized tools for the job. After we've 
done that, selling coffee, the beverage, will be a lot 
easier. 


the kind of budget 
the situation demands 


By ALBERT EHLERS, JR., Treasurer 


National Coffee Association 


At this writing, after a turbulent year for our industry, 
I am happy to be able to report that the association's financial 
position continues to be good. While we have had a few 
resignations from the ranks of membership, we have also 
had new enrollments so that our numerical strength is 
virtually unchanged. 
Recently, we launched a 
drive for new members. This 
campaign is being assisted by 
the new N.C.A. folder titled, 
“Serving Coffee,” a copy of 
which was sent to all mem- 
bers. We believe that we 
can expect a good return on 
this investment. The folder 
should prove a valuable tool 
in “selling” the association. 
Another campaign that is 
presently underway is aimed 
at raising a sizeable fund for our public relations program. In 
my opinion, there has never been a time in the history of 
(Continued on page 51) 
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opportunity for unlimited expansion — if... 


By FRED KOHN, President 


New York Coffee Roasters Association 


The coffee industry today is quite demoralized, Re- 
duced consumption resulting from high prices, plus un- 
certainty about the future and poor public relations, have 
cast a measure of gloom and paralysis over the coffee trade. 

But pessimism at this time is wholly unwarranted. Ac- 
tually the future offers a 
challenge and an unparal- 
leled opportunity for heal- 
thy growth and expansion 
in our business. America’s 
standard of living is at its 
highest point in history, and 
is still rising. And coffee— 
as compared with any com- 
petitive beverage — repre- 
sents the greatest value. 

Just think, what can you 
buy nowadays for a nickel? 

Almost nothing! But a cup 

of the most flavorful, the most satisfying beverage avail- 
able to a consumer, coffee, costs only two and a half 
cents!! 


coffee on the brink 


By ARTHUR L. RANSOHOFF, President 
A. L. Ransohoff Co., Inc. 


CorFEE & TEA INDUSTRIES’ request for an article, quoting 
the big questions of an eventful year for coffee—‘Where 
does coffee stand now?” ‘Where is it headed?’ ‘What 
should the industry do?’-—leaves one a wide field for dis- 
cussion. 

Where coffee is headed is 
much more than a_ $64 
question. What the industry 
should do is full of intangi- 
bles and very difficult for one 
person to appraise in a way 
that would be satisfactory to 
all the many interests con- 
cerned, 

With regard to where cof- 
fee stands now, it is on a 
brink. 

In a few words, the statis- 
tical position is much better 
from a supply standpoint at the end of October, 1954, than 
it was, or what we thought it would be in October, 1953— 
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We have a story to tell and a product to sell that add 
up to sure-fire success. We have but one problem: to 
convince our friends south of the border that adver- 
tising is the normal way of life in the United States, 
and that without advertising a business perishes. 

Last April the New York Coffee Roasters Association 
stated: “Coffee drinking, like smoking and many other 
things we do, is basically a matter of habit. There ts 
nothing in the laws of nature that requires millions of 
Americans to consume billions of cups of coffee every 
week. If anything, many of them have misgivings that 
‘too much coffee’ is not especially good for them.” 

We again urge, with all the fervor of which we are 
capable, the establishment of an advertising budget, based 
on two cents per pound, to be expended in the United 
States for the promotion of coffee consumption. Per- 
centagewise, this is but a fraction of the amounts being 
spent to push carbonated drinks. 

Most progressive industries set aside one per cent or 
more for research, and the coffee industry would do well 
to follow such examples to develop larger and better cof- 
fee crops. 

If this counsel is adopted, the coffee trade faces an ad- 
venture in prosperity and in unprecedented growth, 


but the price is roughly ten cents a pound higher. It does 
not take a man with a spyglass to see the industry danger- 
ously close to the edge of this brink. 

We find at this time that some of the producing countries 
are continuously harping about the price, as though lower 
prices were something unmentionable at any time. In this 
morning’s New York Times we find that requests are re- 
ported to be made by Brazilian interests to have the U.S. 
ambassador to that country, James Scott Kemper, declared 
persona non grata because he had the temerity to say that he 
expected coffee prices to drop below the present level. In 
this same article we find that there is to be a meeting in Rio 
to discuss means of “defending” the price of coffee. 

With prices at a level unknown to us a year ago, it seems 
almost fantastic that producers are meeting to “defend” this 
level. 

On the same day Paton quotes from the October issue of 
the Colombian Economic Letter an item which says in patt. 
“However, it is the consensus of public opinion that in- 
creased coffee prices are considered justified in view of the 
increase in other commodities and in our cost of living.” 

We seem to have heard this complaint from producing 
countries, comparing the prices of other commodities with 

(Continued on page 53) 
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Commemorative plaque at the corner of Wall and Front 
Streets, New York. in the heart of the coffee district. 


New York 


sends 


Greetings 


to the 1954 Convention 





ABELLA COMPANY 
88 Front Street 


Agents for 
Leite Barreiros S.A., Com. e Eap, Santos 


Colombian Coffee 


96 Wall Street 





ANDERSON & HARRISON 
Green Coffee Brokers and Agents 


128 Front Street 


H. L. C. BENDIKS, INC. 
Importers - Exporters 


96 Front Street 225 Magazine Street 
New York 5, N. Y. New Orleans 12, La. 





H. REEVE ANGEL & CO., INC. 
Fiiter Papers 


52 Duane Street 





ARBUCKLES JAY STREET TERMINAL, INC. 


— Npecializing In — 
Green Coffee Warehousing 
New York Office Brooklyn Office 
90 Front Street 25 Jay Street 


W. H. BENNETT & SON 
Agents and Coffee Brokers 
100 Front Street 





C. E. BICKFORD & CO. 
Coffee Brokers and Agents 


88 Front Street 427 Gravier Street 
New York 5, N. Y. New Orleans 12, La. 





ARNOLD, DORR & CO., INC. 


Import Agents and Brokers 


105 Front Street 


IRVING R. BOODY & CO., INC. 
Coffee 
120 Wall Street 





J. ARON & COMPANY, INC. 
Green Coffees From All Over the World 
91 Wall Street 
Site of the birthplace of our Union 











Coffee Importers, Roasters, 
and Private Label Packers 


111 Wall Street 
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GEORGE P. BOTT & CO. 
Coffee Brokers and Agents 


100 Front Street 


T. BARBOUR BROWN & CO. 


Coffee Brokers and Agents 


97 Front Street 














Night scene downtown New York 


— From New York to Boca Katon... 








JABEZ BURNS & SONS, INC. 
Coffee Processing Machinery 


lIth Ave., at 43rd St. 


BYRNE, DELAY & CO. 
Coffee 
104 Front Street 





CARGILL & DENNISON 


Coffee Brokers and Agents 


101 Front Street 


- Tel.: Digby 4-7787 TWX: NY 1-2996 


WILLIAM W. CLARK & CO. 
Green Coffee 


—— Mass. 


b 5102-2\st Street 


_GONZALO ECHEVERRI L. & CO., LTDA. 


Cali — Colombia 
GONCHEVERRI/SEVILLA/EXCELSO & 
GONCHEVERRI/ARMENIA/EXCELSO 


Agent: Carlos Trueba & Son, 112 Wall St., N. Y. C. 





F. W. EHRHARD & CO. 
Coffee Brokers and Agents 
108 Front Street 





EPPENS, SMITH CO., INC. 
Coffee 
Importers — Roasters — Packers 
Long Island City, N. Y. 





FAR EASTERN COMMODITIES CORP. 
Coffee Importers 


82 Wall Street 





: 177 Milk Street 


DANNEMILLER COFFEE CO. 
Private Brand Coffee and Tea Packers 


Brooklyn, N. Y. 


: prontat N. Y. 


STANLEY W. FERGUSON, INC. 
Importers, Packers, Jobbers of Tea and Coffee 


365 C St. Boston 27, Mass. 





W. J. DONOHUE & CO. 


Coffee Brokers and Agents 


: 102 Front Street 
> Daniel A. McNulty 


Thomas J. Mangieri 





EDWARD J. FINNEGAN 
Coffee 
100 Front Street 
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The Cabana Club at Boca Raton 


New York Coffee Crossroad 


... Best Wishes at Convention Cime 





W. S. FORCE & CO. 
Weighers, Forwarders, Samplers 
Custom Brokers and Truckmen 

140 Front Street 


A. C. ISRAEL COMMODITY CO., Inc. 
Coffee Importers 


95 Front Street 





H. S. FROMME & CO., INC. 
Coffees — Teas 
Importers — Roasters 
66 Front Street 


JEROME J. JACOBY 
KENNETH W. FIRESTONE 
Coffee Brokers 
110 Front Street 





GOMEZ & HERNANDEZ LTDA. 
Manizales (Colombia) 
Shippers of GOMENDEZ brand 
Agent: CARLOS TRUEBA & SON 
112 Wall Street New York City 


ARCESIO JARAMILLO J. & CIA. 
Cali — Colombia 
ARCESIO/ARMENIA/EXCELSO 
Agent: CARLOS TRUEBA & SON 
112 Wall Street New York City 





W. R. GRACE & CO. 


Colombians 
Central Americans 
Ecuadors 
San Francisco 


Brazils 


New York 


JEWEL TEA CO., Ince. 
Coffee Roasters 


99 Wall Street New York, N. Y. 





THE GreEAT ATLANTIC & PaciFic TEA Co. 


Importers, Roasters and Retailers of Fine 
Coffees Represented in 
BRAZIL COLOMBIA 
by the American Coffee Corporation 


WM. L. KORBIN & CO. 
Coffee Brokers 
98 Front Street 








HARD & RAND, INC. 
Importers of Green Coffee of All Descriptions 


New York—Brazil—Colombia 





W. H. LEE COMPANY 
Green Coffee Brokers 
Spot Shipment 
101 Front Street 
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New York 
America’s 


No. 1 Port 


Greets the N. C. A. 





J. M. LOPEZ & CO. : NAUMANN, GEPP & CO., INC. 


H.W. LANGE New York 
. ee a Santos, Parana, Rio 


15 Whitehall Street London, Nairobi 





LOPEZ & MANGUAL : JAMES P. NORTON 
Established in 1925 : 
Coffee Importers 


Coffee Broker 
135 Front Street 104 Front Street 








meaner ge aaa OLD DUTCH COFFEE CO., INC. 


Weighing — Sampling — Forwarding Packers of Old Dutch Coffee 
89 Front Street New York 5, N.Y. = 
Telephone Whitehall 3- 6034 : 80 Front Street 








MAXWELL HOUSE 
DIVISION OF GENERAL FOODS Corp. : OWEN & STEPHENS 


Masrirell House Coffee, Instant Marwell House, : Coffee Brokers 
Yuban Coffee, Sanka and Instant Sanka : 


Hoboken, New Jersey 95 Front Street 





EDWARD P. McCAULEY & CO. RAHE-GILBERT CORP. 
Green Coffees Weigher and Sampler 


One Jones seaside N. Y. 5, N. Y. 80-82 Wall Street New York 5, N. Y. 








H. MILLS MOONEY & SON, INC. JOHN E. RAISCH CO. 
Complete Coffee Roasting and 
Grinding Service for the Trade 

20 Fulton Street 15 Moore Street New York 4, N. Y. 


Weighers - Samplers - Inspectors 
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Coffee 


America’s 


No. 1 Beverage! 





A. L. RANSOHOFF CO., INC. 
Coffee Importers and Jobbers 


108 Front Street 





REAMER, TURNER & CO. 
Agents and Brokers 


104 Front Street 


Import 





DAVID ROSSMAN, 
Coffee 
86 Beekman Street 


INC. 


SCHAEFER KLAUSSMANN CO., IN 
Quality Coffees 
99 Wall Street 


SCHOLTZ & CO. 
Importers and Exporters 


82 Wall Street 


. SCHONBRUNN & CO., INC. 
Savarin Coffee 
Medaglia @Oro Demi-tasse 
77 Water Street 





C. 





Woolworth Sis 





: 82 Beaver Street 


W. LEE SIMMONDS & CO. 
Coffee Brokers and Agents 


108 Front Street 


SPRAGUE & RHODES, 
Coffee Brokers 


INC. 


109 Front Street 


UNION BAG & PAPER CORP. 


Dependable Packaging Since 1872 


New York 7, N. Y. 
DAVID WEINSTEIN 
Coffee Brokers 


Cup Selections a Npecialty 
136 Front Street 


WESP WEIGHING COMPANY 
Weighers and Samplers 


New York 5, N. Y. 


WESSEL, DUVAL & CO., 


Coffee Importers 


INC. 


67 Broad Street 





| SEEMAN BROS. INC. 


j New York, N. Y. 
| Roasters and Distributors 
| 


WHITE ROSE COFFEE 








WOLMET RAW PRODUCTS CO. 
Coffee Brokers and Agents 


135 Front Street 
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CONDENSED 


Statement of Condition 
SEPTEMBER 30, 1954 


Capital $ 50,390,000 
Surplus and Undivided Profits 135,759,785 
Deposits 2,755,226,656 


Resources 3,002,165,624 





Soo 


~ ‘Ica 


LD 


Complete facilities for the handling of 


all transactions incidental to the impor- 


tation of coffee and other commodities. 


QD 


Manufacturers 
Trust Company 


FOREIGN DEPARTMENT 


Head Office: 55 Broad Street, New York City 
Member Federal Deposit Insurance Corporation 
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% A Coffee Convention “Fact-Reference” Feature 


regional roasters must fight 


By L. J. CLARK, President 
Northwest Coffee Association 


Not long ago, an “‘expert’’ was shouting from the house- 
tops that there would not be enough coffee to supply the 
world’s needs. This is the fellow our Northwest coffee 
consumer is looking for today. And proof of how this 
prophet erred is shown by the slide of retail prices of a 
popular can coffee from $1.31 to (and this is more prophesy) 
something less than a dollar as you read this report. 

Shelf prices directly reflect the spectacular decline in 
the option market from a high of 96 cents earlier this year 
to 61.50 cents by the end of September, a dip that has 
caused more than one coffee roaster to begin talking to 
himself. 

Somewhere I once read that the American people have 
been drinking coffee for more than 200 years. Today they 
like nothing better than a steaming cup of good coffee. But 
let the retail price of a popular can of coffee climb to $1.31 
and many Americans begin to change their minds about a 
cup of coffee. 

The law of supply and demand is working just as effec- 
tively as ever, much to the joy of Mrs. Consumer. We 
regional roasters must continue to give the shopper what 
she wants and still stay in business. 

Today, the regional roasters must fight to his fullest 
against the terrific competition of national advertisers just 
to be sure he’s still in business in 1955. The battle for the 
consumer's dollar includes more than advertising. It in- 
volves shelf position and merchandising as well. 

It's not enough to hold a loyal following that will continue 
to buy a particular brand regardless of price, and to hope 
that additional customers will magically appear . 

The answer is a well-developed sales program that will 
continue to produce sales against national brands, or any- 
one else. It means that your organization must be flexible, 
alert and energetic. Wrap up that kind of a package and 
you're well-nigh unbeatable in gaining consumer support 
anywhere in the U. S. 

This is no time for a defeatist attitude. 
done. 

The regional roaster is caught in an uncomfortable posi- 
tion profitwise at this time. An easy way out would be to 
pack an inferior product. 

Shorting the consumer on quality would make a profit for 
you for a short period of time, but you would lose one of 
your most important assets—the consumer's acceptance of 
your brand in your locality. 

I think I can speak for a number of roasters in the North- 
west when I say that quality coffee, whether it is packed in 
vacuum cans or bags, is a “must” in our area. There is 
simply not a market for “junk” coffee. At least not for 
repeat business. 

Our problem is twofold: We must continue to pack 


The job can be 
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nothing but fine quality coffee and still realize enough 
profit to pay for the overhead. 

At last year’s convention, Jerry Neuman said, ‘It's time to 
take the heat off coffee.” 

Let's add to that just a little bit. Let's take the spotlight 
off coffee. Let's duck out from under the consumer's search- 
ing light that affects every coffee man everywhere, until 
such time that we are right with the consumer with the 
right price. 

The time is coming when we will welcome the spot- 
light on our industry again, when we will have regained 
the consumer's support for coffee as an inexpensive beverage 
enjoyed by millions daily. 

But we are going to have to earn that kind of support. 
We're going to have to fight for it, and we can’t win it 
with a lackadaisical attitude. 

If further price declines occur, we will again have the 
consumer on our side. 

Until that time, let’s make sure our own house is in 
order, our prices in line. Only then will we begin earning 
the consumer's support. 

This is my answer to our problem today. 


the kind of budget the situation demands 
(Continued from page 43) 





the coffee trade when the molding of public opinion was 
more urgent than it is now. 

The response to our 1953 special assessment for 
public relations was most gratifying. The association's 
officers are grateful for the support given to the assessment. 
We have decided not to repeat this method of raising special 
public relations funds. 

And yet, as I see it, our basic goal at this time should be 
the regaining and expansion of our markets. Both these 
aims can best be achieved through more extensive public re- 
lations and promotion efforts. As treasurer, I earnestly 
endorse the current discussions of new ways and means to 
give the N.C.A. the kind of a budget that is demanded by 
the situation. 

Once we command adequate instruments to reach the 
public’s eye and ear, we can proceed to “'sell coffee” in the 
subtlest sense of the phrase. Just one of our over-all ob- 
jectives should be the improvement of brewing in public 
eating places. If we can convince the proprietors that their 
patrons expect a full-bodied cup of coffee, we will lift 
the overall quality of brewing. 

Let's hope that this convention will provide us with the 
enthusiasm and unanimity of purpose that we'll need to 
realize our more tangible objective—selling more coffee. 
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EFFICIENCY 


FOR OFF-PEAK 


= SCONOMY 


e Coffee, freshly made as needed. 

e Never Any Waste ... no dumping. 

e Compact ... save always needed space. 
Finest Cup Quality . . . consistently. 
Low Cost of installation and operation. 


Coffee Tastes Better When Made and 
Served in Glass. 





SILEX ELECTRIC RANGES OFFER 

ALL THESE IMPORTANT FEATURES 

1. Stainless steel 1-piece drawn bodies. 
2. Heavy duty enclosed elements. 

3. Three-heat rotary switches. 

4. Underwriters’ Laboratory approval. 








new electric ranges available 

FET-4 — 4-unit model. For large capacity brewing. Seamless construction, enclosed elements for 
longer life. 

FE-3 — 3-unit model. Three burners in parallel arrangement. Has all the superior Silex features. 
FE-2 — 2-unit model. Compact, simple and functional. Winner of the “Good Design Award” of 
the Museum of Modern Art. 


FOR SPEED-UP AT SERVICE LOCATIONS! 


No matter how coffee is brewed, peak demand means congestion . . . loss 
of time and money at brewing points. The answer — Silex warmers at 
convenient locations! 


Draw Decanters of coffee from brewing points for delivery to warmers. 
Result? Faster, more efficient service . . . more coffee sales, more profit, 
more satisfied customers for you. 


Write for catalog and further details. 


- \ ar 
Qs 4 Y 
‘ { > ~ Oe « 
' “ ‘ . Instant 
Coffee j Coffee 2-Burrer - Water 


COMPANY Makers ; j> ~ ; e Warmers Warmers j Heater 
HARTFORD 2, CONNECTICUT eck = ri t4 f4 . - 
St. John’s, P. Q., Canada 
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% A Coffee Convention “Fact-Reference” Feature 


Dear Senator Beall... 


An open letter to the chairman of the Special Subcommittee on Coffee Prices 


By EARL P. BARTLETT, President 
American Coffee Co., Inc. 


The following letter, from Earl P. Bartlett, president of 
the American Coffee Co., Inc., New Orleans, was mailed 
to Senator ]. Glenn Beall, chairman of the Special Sub- 
committee on Coffee Prices. 


Dear Senator Beall: 

Your attitude towards coffee, and its effect on our re- 
lations with the coffee producing countries of the world, 
appears to me to be of a harmful nature. In fact, I be- 
lieve that one day’s publicity of the action of your com- 
mittee has done more to destroy hemisphere solidarity 
than the State Department can build up in years. 

Your recommendation, for example, that the United 
States government encourage the production of coffee 
in U.S. possessions, is quite unnecessary, and most dis- 
turbing to coffee producers everywhere. 

High prices had already encouraged further production 
some time ago, which you should have known. In fact, 
so long ago that trees, planted when attractive prices 
for coffee finally appeared (after years of suffering by 
coffee producers from poverty prices), are now producing; 
and, as you know, it takes about five years for a tree 
to start producing. 

The balance of supply and demand has been close in 
recent years. Now, as supplies increase, surpluses occur 
and surpluses will increase as the new trees produce more 
and more coffee. Prices have declined as supplies in- 
creased, and prices will continue to decline as supplies 
continue to mount. 

This will create disaster in countries which depend 
largely on coffee for their economy. With less and less 
dollars, our exports will suffer more and more. The 
business of General Motors, Ford, International Harves- 
ter, General Electric, steamship lines, as well as numbers 
of other companies in our country will suffer materially. 
Unemployment increases, and such situations could _be- 
come aggravated, and “snowball” into worldwide declines. 

The U.S. government spends billions trying to stop the 
steady march of Communism; yet you, Senator Gillette, 
and your committee complained bitterly when coffee 
reached about three cents per cup for home-brewed coffee. 
(40 cups per pound at 3 cents per cup—$1.20 per pound). 
Yet, if coffee was grown in this country, at our wage 
scales, it is estimated that it would cost about $7.50 per 
pound. 

It appears, and I hope I am wrong in my surmise, that 
it is your desire to reduce coffee prices to such low levels 
that they not only endanger the economic position of all 
our neighbors to the South of us; but, worst of all, a most 
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fertile field for Communism in which to grow is created. 
When prices for any commodity are too high they 
seldom remain there. The consumer sees to that. But 
we do not want to see coffee prices return to the awfully 
low levels of the 1930's. That is where they are headed 
unless prompt action is taken by someone to avoid it. 
The only means by which coffee producing countries may 
possibly be saved from grave economic declines is a 
world coffee agreement similar to the existing wheat 
agreement. I think the new Finance Minister of Brazil, 
Sr. Eugenio Gudin, mentioned this in a recent address. 
If you gentlemen would help to bring about such an 
agreement, I believe you would be doing the United 
States, as well as the coffee producing countries of the 
world, great good. 
Earl P. Bartlett, President 
American Coffee Co., Inc. 


coffee on the brink 
(Continued from page 44) 





relation to coffee, so often during the past few years that 
a comparison was made. 

We find that the U.S. Bureau of Labor Statistics quotes 
commodity prices at 193 per cent of the 1926 price level. 
The price level of Santos 4’s in 1926 in the U.S. was be- 
tween 237% cents and 2014 cents, or a 12-month average 
of 22.135 cents. Accordingly, 193 per cent of this 1926 
average is 42.72 cents per pound. 

This basis apparently would be well within the comparison 
of other commodity prices throughout the world, and in- 
deed the 1926 basis of 22.135 cents is a very fortuitous 
price in making comparisons of coffee levels. 

Furthermore, it would appear that if coffee were selling 
at a price nearer to what other commodities were selling at, 
in the Bureau of Labor Statistics comparisons, we doubt 
that one producing country would be forced to carry the 
load, as appears to be the case at this writing. 

In addition, we believe American consumers have spoken 
unmistakably in their reluctance to buy at historically high 
prices during the past six months. 

The foregoing is said with the full conviction that pro- 
ducing countries are entitled to a fair and just price for 
their coffees. 


Bank of Brazil head denies exchange revisions 

Dr. Clemente Mariani, president of the Bank of Brazil, 
has declared that coffee exporters in that country have no 
reason to fear changes in the Bank's attitude toward mini- 
mum coffee prices, it is reported by Octavio Veiga, Santos 
correspondent of COFFEE & TEA INDUSTRIES. 
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% A Coffee Convention “Fact-Reference” Feature 


let’s get the answers — and let’s go 





By PHILIP |. EISENMENGER, Chairman 
Hotel and Restaurant Committee 


When asked to contribute this annual article to COFFEE 
& TEA INDusTRIES, Editor Sachs suggested it might be 
interesting to take a crack at such $164 questions as: 
“Where Does Coffee Stand Now?’—''Where Is It Head- 
ing?”—"What Should the Industry Do?” 

Well, aside from the fact 
that all three questions seem 
to have a slightly panicky 
patina, there is the fact that 
any one of them would re- 
quire more space and inside 
dope than are available to 
this once-a-year reporter. 

I am happy to report, 
however, that at the present 
moment, asking the right 
questions and getting the 
right answers are straight 
down the alley of the Hotel 
and Restaurant Committee of the National Coffee As- 
sociation. For by a fortunate coincidence, our committee 
shares responsibility for starting a question-and-answer 
coffee survey that is currently being conducted by Nejel- 
ski and Co., under the sponsorship of The Coffee Brew- 
ing Institute. 

This survey is basically concerned with public attitudes 
on hotel and restaurant coffee and is being made in 24 
restaurants: eight in New York City, eight in Chicago 
and eight in Los Angeles. One hundred exhaustive 
customer interviews are scheduled for each of the 24 
restaurants, and the first wave of interviews has already 
been completed. 

A special committee of representatives from the Na- 
tional Restaurant Association and the American Hotel 
Association, together with representatives of The Coffee 
Brewing Institute, the Pan-American Coffee Bureau, and 
the National Coffee Association, has been created to guide 
and work with the organization actually conducting the 
survey. 

One of the best features of the current survey is that 
it is not going to be a one-shot sampling of public 
opinion. Present plans call for follow-up customer in- 
terviews which will be used to double check attitudes re- 
corded in the first wave, and to determine whether any 
changes take place as the result of such variable factors 
as improved cup quality, increased coffee advertising, 
better promotion, etc. 

Although it is neither necessary nor feasible to give 
a breakdown of all the questions being asked in the 
customer interviews, it should be pointed out that their 
main purpose is to determine what people do or do not 
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National Coffee Association 


like about restaurant coffee and its relative importance 
in the overall restaurant food picture. It should also be 
pointed out, in this connection, that the first interviews 
have confirmed what the hotel and restaurant industry 
has long maintained: namely, that coffee is one of the 
leading reasons why people do (or do not) patronize a 
restaurant. 

Readers with long memories will recall that in 1948, 
when a survey was conducted under the sponsorship of 
a joint committee of the restaurant and coffee industries, 
the operators interviewed were almost unanimous in their 
belief that the coffee they served could make or break 
their restaurant business. That was the survey, incidental- 
ly, which gave birth to the slogan: “Good Coffee Is Good 
Business!""—a slogan which the findings of the present 
consumer survey are expected to reinforce. 

In addition to the inauguration of a long-needed con- 
sumer survey, it is gratifying to be able to report that 
some of the major advertising, promotion and publicity 
projects of the Pan-American Coffee Bureau for 1954-55 
are directly or indirectly aimed at helping the institutional 
trade to increase coffee consumption. 

For example, the Pan-American Coffee Bureau's dra- 
matic “One For The Road” campaign offers hotel and 
restaurant operators an obvious and excellent opportunity 
to build a great deal of public goodwill for themselves 
and their coffee, while performing a really worthwhile 
service for the public during the holiday season. Instead 
of casting coffee in its all-too-frequent role as the villain 
of the piece, the “One For The Road” program spotlights 
the sobering brew as a friendly, life-saving hero. It is 
difficult to imagine a better or quicker way for restaurant 
coffee to regain lost ground in the minds and hearts of 
Mr. and Mrs. Consumer . . . especially “Mrs.” 

Another major coffee industry project for 1954-55— 
fostering the growth of the phenomenal coffee break—is 
another project that directly and almost exclusively bene- 
fits the institutional trade. 

As has been frequently pointed out (or, to be honest, 
as was pointed out by this writer in this space last year) 
the coffee break does much more than give the restaurant 
operator a little extra coffee business during the slack 
hours of the day. The sale of coffee stimulates the pur- 
chase of many different companion foods as well, and 
thereby substantially to increased total sales. 

It should be emphasized here that we coffee people 
have a big job to do in spelling out the opportunities 
and benefits the coffee break gives to many different types 
of cafeteria, counter and restaurant operations. Because 
up to the present time this phenomenon has developed 

(Continued on page 140) 
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AMERICAN CEREAL COFFEE CO. 


ROASTERS & PACKERS OF 
DELUXE CHICTONE 


355 West Ontario St., rene 10 


W. C. BECKER 
AGENT FOR HARD AND RAND, INC. 


408 West Grand Ave., Chicago 
Tel. Su 7-0937 


B. F. CLOSE COMPANY 
COFFEE BROKERS 


105 E. Third Street, Cincinnati 2, Ohio 


: COFFEE CORPORATION OF AMERICA | 
COFFEE IMPORTERS AND ROASTERS 


4401 South Western Ave., Chicago 


CONTINENTAL CAN COMPANY 
MFRS. TIN CONTAINERS 
100 East 42nd St., New York City 17 


CONTINENTAL COFFEE COMPANY 
COFFEE ROASTERS 
375 West Ontario St., onanes 90 


CORY CORPORATION 


MFRS. GLASS COFFEE BREWERS—VACUUM TYPE : 


221 North LaSalle St., Chicago 


THE ENTERPRISE ALUMINUM CO. 


CHICAGO 


sends 


BEST WISHES 


to the 


1954 CONVENTION 
VG 4. 


PLASTICS HOUSEWARES PREMIUMS 
SEND INQUIRIES TO 


BERNARD EDWARD COMPANY 
5252 South Kolmar Ave., as 32, ill. 


MASSILLON, OHIO 
Outstanding Premiums For The Coffee Trade 
MODERN COFFEE PLANT 
DESIGN ¢ ENGINEERING ¢ EQUIPMENT 


B. F. GUMP CO. 
1325 South Cicero Ave., siisaanscilh 50, Ill. 


JOSEPH HAGN COMPANY 
PREMIUM MERCHANDISE FOR 
THE COFFEE TRADE 


325 West Madison St., Chicago, Ill. 
_ Send for the big new gift catalog 


H. H. HIXSON & CO. 
COFFEE ROASTERS AND IMPORTERS 
1218 No. Halsted St., 22 


JOHN D. HOUCK MFG. CO. 
Since 1898 
FILTER PAPERS FOR COFFEE MAKERS 
736 North Albany Ave., Chicago 12 


W. F. McLAUGHLIN & CO. 
COFFEE ROASTERS AND IMPORTERS 
610 North LaSalle St., Chicago 10, Ill. 
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CHICAGO 


THE 
GREAT 
CENTRAL 
COFFEE 
MARKET 





NATIONAL TEA COMPANY 
IMPORTERS, ROASTERS, DISTRIBUTORS Stewarts Private Blend Coffee Company 


NATCO BRANDS : 845 WEST WASHINGTON BLVD., CHICAGO 7, ILLINOIS 
1000 No. Crosby St., Chicago : COFFEE AND TEA 





RICHHEIMER COFFEE COMPANY —= SUPERIOR TEA AND COFFEE CO. 
: COFFEE ROASTERS 
COFFEE IMPORTERS AND ROASTERS 
: 2278 No. Elston Ave., Chicago 
1127 North Halsted St., sie 22, Ill. : Tel. Humboldt 9-1000 





ROYAL BLUE STORES DIVISION - SWANSON BROTHERS, INC. 
OF CONSOLIDATED GRocERS Corp. COFFEE IMPORTERS AND JOBBERS 


2542 West Ogden Ave. i 
Chicago, Ill. : 149 W. Kinzie St., 7 ee 





JOHN SEXTON & CO. UNIVERSAL COFFEE COMPANY 


COFFEE ROASTERS—SPICE GRINDERS 


Chicago—Long Island City—Pittsburgh—Atlanta OD: Wek: Renae 5. 
sinned Francisco : Chicago 7, Illinois 


“THE WELL” 
SIELING URN BAG COMPANY 
HEADQUARTERS FOR ALL HEADQUARTERS FOR COFFEE MEN 


COFFEE MAKING EQUIPMENT 357-359 North Wells St., Chicago 10 
927 West Huron St., sdhuiatio : Across From The Mart 
: Al Lee, Host 


SPRAGUE WARNER _ AUTOMATIC AND DRIP 
A Division of the - PERCOLATORS = COFFEE URNS 
CONSOLIDATED GROCERS CORPORATION a. 


Chicago West Bend, Wisconsin 








HARRY STERN AND COMPANY THE WOOLSON SPICE COMPANY 


COFFEE BROKERAGE 
404 No. Wells St., Chicago 10, Ill. COFFEES, TEAS, SPICES 


Del. 7-1563—Cable Address: Hastern Toledo, Ohio 











NOVEMBER, 1954 








Tests and 
experiments 
conducted here... 


—_ 





... result in finer coffee here. 
That's why Mexican coffees are 
known for their fine Quality 

and Flavor. Ask your Importer. 


Cro 


Our best wishes to the National Coffee 
Association for a successful 1954 Convention. 


NATIONAL COFFEE COMMISSION of MEXICO 


Guanajuato No. 244, Mexico 7, D.F. 120 Wall Street, New York 5, N. Y. 


Member: Pan-American Coffee Bureau 
Federacion Cafetalera Centro-America—Mexico—El Caribe 
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what’s ahead in brewing equipment? 


By JOHN ZITZ, General Sales Manager 
Hill-Shaw Co. (Vaculator) 


Last year at this time, looking at the “What's ahead for 
us” picture in coffee making equipment was like coming in 
at the start of the Dance of the Seven Veils. Prospects were 
concealed and only occasionally would we have a glimpse 
of the future. Fortunately, a year later, it looks like Salome 
has peeled down consider- 
ably, because we're able to 
view the situation more clear- 
ly—a little hazy perhaps, but 
far more sure and certain. 

And what does the future 

show? There are actually 
three pictures to consider. 
First, the brewing of regular 
coffee; second, making sol- 
uble coffee for restaurant 
service; and third, the serving 
of coffee irrespective of the 
brewing method used. 

When it comes to brewing fresh coffee, the trend (and 
it's stronger than ever) is towards automatic brewing equip- 
ment. More and more restaurants are insisting on the in- 
stallation of automatic brewers. Formerly only the large 
coffee user installed such devices, but now we see that 
even 25 and 35 pound a week stops are finding that auto- 
matic equipment pays off in brewing better, more uniform 
coffee. 

And the roaster, who has become nervously aware that 
we're back in a buyers’ market, sometimes fails to realize 
that the restaurant owner himself is in a similar position. 

While the operator may “water” or “extend” his coffee, 
he'll drop such substitutes quickly if he gets customer com- 
plaints. But how often has even pure coffee tasted like an 
afterthought? So, the operator wants an automatic to assure 
full flavor and excellent uniformity and minimum labor. 
To the roaster, that means less coffee complaints. Because 
flavor is more uniformly delicious, the operator has less op- 
portunity to use “extended” coffee, which would suffer by 
comparison with the real thing. 

What makes a good automatic? 

First, it must make good coffee, every cup flavorful, aro- 
matic, delicious. And to make good coffee you need HOT 
water (extraction temperature should be about 200° F.). 

Second, the finished brew must be maintained above 
185° F. (Remember, please, that pouring into a cold china 
cup will cause a severe drop in temperature. If your coffee 
is less than 185° you'll get complaints of coffee being ‘‘too 
cold.’’) 

Next, you must get good extraction from the coffee to 
assure a full bodied brew. The automatic mas‘ have com- 
plete control of the entire brewing cycle to get accurate and 
uniform results. 

To the operator, ‘automatic’? means “no labor.” His 
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ideal is a unit that would, with a touch of the button, 
measure its own coffee, brew it, and then clean itself of 
the grounds. The automatic must do this accurately, posi- 
tively, and FAST. 

The operator generally wants to dispense with cloth 
filtering devices. He desires a more permanent filter, like 
the stainless steel filters on the market that are now being 
included in fully automatic coffee brewers. 

There you have a picture of the automatic desired by 
the restaurant and soda fountain, the hamburger spot and 
the drive-in—a fully automatic device that measures out 
its charge of coffee; brews the coffee with full flavor; filters 
through a stainless steel filter; cleans itself of all grounds— 
all at the touch of a button, and all in about a three-minute 
cycle. 

When it comes to soluble coffee service, we, as manu- 
facturers, must be prepared with equipment that will do 
the job for the kind of soluble that becomes standard. But, 
so far, the requirements for special equipment for instant 
coffee have been few and far between. 

Already various manufacturers have introduced or are 
unveiling various types of soluble coffee dispensers. And 
there may well be a market for machines of this kind. Yet 
from what I’ve been able to gather in talking to roasters 
and operators, they say dispensing by the cup is slow and 
requires costly equipment, as against making and serving 
in a device that is portable, easily carried, and offers flexible 
service, such as a glass coffee maker turned into a serving 
decanter. 

Generally, the trend seems to be to use whatever the 


This is Vaculator's Imperial server—designed as a frame to 
coffee sales picture, to "dress up" coffee at the point of sale. 
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FEDERACION CAFETALERA CENTRO-AMERICA—MEXICO—EL CARIBE 


FEDECAME 


with her twelve high quality coffee producing 
member countries 





COSTA RICA CUBA DOMINICAN REPUBLIC 
ECUADOR EL SALVADOR GUATEMALA 

HAITI HONDURAS MEXICO 

NICARAGUA PANAMA PUERTO RICO 


TAKE THIS OPPORTUNITY TO WISH MEMBERS 
OF THE NATIONAL COFFEE ASSOCIATION 


EVERY SUCCESS AT THE 1954 CONVENTION .- 


Address your inquiries to: San Salvador 


FEDECAME EL SALVADOR, C. A. 
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customer already has in the way of equipment with a little 
added push to making the coffee and serving it in half-gallon 
glass decanters. This makes for controlled brewing— 
matching production to consumption—minimizing waste, 
avoiding “dumping” and with the big advantage of mer- 
chandising the service by serving in glass. ; 

Which leads us to the third part of our equipment picture: 
the serving of coffee in a restaurant through the use of serv- 
ing or “warmer” stations. Why have a serving station in 
the first place? 

Main reason for such “decentralization” is to avoid or 
climinate congestion at the main brewing center. You've 
seen waiters crowd arcund the brewing unit, waiting their 
turn to pour, or have seen them make a long trip to refill 
a coffee cup. Those delays cost money: to the operator, be- 
cause he may need extra help; to the waiter, because he 
needs more time to serve fewer people; to you, the roaster, 
because it makes coffee service a time-consuming, step-wast- 
ing chore. 

A serving station helps all three: operator, waiter, and 
roaster, in wiping out a business handicap. Now let's look 
at how such a station can have “plus” value. 

Serving to the customer from a sparkling glass decanter 
is point-of-purchase merchandising. And point-of-purchase 
merchandising will boost coffee sales, just as all sales are 
increased wherever merchandise is displayed “live” to the 
customer, 


As long as it is agreed that such service will increase sales, 
the question becomes, how can we get the maximum ad- 
vantage out of such service? The answer: put glamor in 
your ‘‘display.” 

As an example, we learned in talking to our designers 
that styling trends in industrial products are subject to 
changes in fashion, just as women’s dresses are restyled by 
a Dior. 

Here at Vaculator we commissioned our designers to 
come up with a serving decanter that would rate as “most 
beautiful.” Based on the rerction from our display at the 
recent restaurant and hotel shows, we feel we've got some- 
thing. We've found the operator's wife and the roaster’s 
wife taking this decanter home to serve her friends. She 
knows, we know that beauty, style, grace are all incorpor- 
ated in the new glass. 

Already a few roasters, who look at overall coffee mer- 
chandising, are promoting and pushing the use of this (and 
competitive bowls) as a frame to the coffee sales picture— 
a frame to “dress up’ coffee appearance at the point of 
sale. 

To summarize: The picture on coffee making equip- 
ment is clearer today than in several years. It calls for 
automatic equipment and more glamorous coffee service. 
Those two features will keep coffee as America’s Number 
One beverage in the restaurant. 


coffee — the restaurant’s silent salesman 


By S. M. FORD, President 


During the past year the rise in coffee prices suddenly 
became a topic of general conversation and of concern to 
the American public. Many who had seldom before given 
coffee prices a second thought became self-appointed experts 
in “coffee economics!” 

The reactions of the con- 
suming public—of restaurant 
operators and of restaurant 
customers —- were many and 
varied. But one fact was 
again proven beyond any 
doubt—the American public 
wants a “cup of good coffee” 
and will not accept an in- 
ferior product. Nowhere is 
this fact more evident than in 
Amcrica’s restaurants. The 
use of coffee substitutes and 
extenders, or any changes in 
coffee making methods that produced an inferior product, 
were resisted and only resulted in some inevitable conversion 
to other beverages. 

The effect of coffee ‘‘economics’” and occasional con- 
version to other beverages has now resulted in a tightening 
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The Silex Co. 


of the reigns on runaway prices. With prices more stable, 
the problem today is to repair any damage that may have 
been done to the acceptance of coffee as the universal 
American beverage. In the institutional field, the challenge 
can best be answered by following the tenets of the Coffee 
Brewing Institute: 

1. Good coffee! 

2. Proper brewing equipment! 

3. Training employees to prepare it correctly! 

With the above requirements fulfilled, a winning com- 
bination is achieved which will spell added sales and profits 
for all concerned. 

There is no disputing the fact that coffee today brings 
the restaurant operator less profit than formerly. But it 
is important to realize that the great proportion of restau- 
rant customers want coffee with their meal--and they want 
GOOD coffee. The choice of the eating place they will 
patronize will undoubtedly be swayed by the goodness of 
the brewed coffee that is served. Whether with a meal or 
by itself, a cup of good coffee is the one food item that 
makes a lasting impression. 

In essence, poor coffee can drive away potential steady 
customers, but a cup of good coffee is a silent salesman. 
It pays the highest dividend! 
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ROBUSTA COFFEE 


from 
Ivory Coast 


“Ong (FRENCH WEST AFRICA) 
Ss Ca 


tem 


Source of the Increasingly Popular 
Neutral Type for Blending 


CHAMBER OF COMMERCE 


POST BOX 1399, ABIDJAN, IVORY COAST, FRENCH WEST AFRICA 


UNITED STATES REPRESENTATIVE FRENCH OVERSEAS TERRITORIES DIVISION 
COMMERCIAL COUNSELOR TO THE FRENCH EMBASSY, 610 FIFTH AVE., N. Y. 20, N. Y., Ci 5-7974 
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Inside the M. J. B. Co. coffee roasting plant in San Francisco. Left: 
The four dumping stations, with time-clock indicators and bin signal 


lights. Note the dust suction connections and the dust-free working 
areas. Right: Two Burns No. 7 green coffee cleaners. 


automation in green coffee handling 











For years we all joked about “push button” plants. Now it’s here. 


By J. L. ROBINSON, Vice President 


Since the end of World War II, food processing in- 
dustries have taken tremendous strides in replacing ex- 
pensive manual operation, and its inherent chance for 
human error, with modern flow schemes which are semi- 
or fully automatic. This application of mechanical and 
electrical controls is of no 
less significance in the coffee 
industry than in many other 
food industries where ‘‘auto- 
mation” has received much 
more publicity. 

Some of the facets of 
streamlined operation in 
coffee processing have re- 
ceived considerable atten- 
tion — continuous roasting 
and cooling, automatic batch 
roasting, various types of 
automatic packaging and 
conveying of finished goods, etc. But what have you 
heard—except for indirect references—about green coffee 
cleaning, blending and handling systems which are auto- 
matic in operation from the point of dumping right 
through to the storage bins feeding the roasters? Impos- 
sible? Not practical? Never heard of it? 
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Jabez Burns & Sons, Inc. 


Well, it’s absolutely true! And here's a case history 
to prove it. 

The M. J. B. Co. in San Francisco realized, in order to 
insure the same goodness in their finished product cup 
after cup, that the green coffee blend had to be accurately 
maintained, They also knew that, in modern coffee plants, 
this should be accomplished with a minimum of handling, 
a thorough cleaning process, and at high speed. The 
strict requirements for clean coffee—precisely blended and 
automatically handled—were met at M.J.B. by a modern 
Jabez Burns installation. 

Palletized green coffee is brought to the four dumping 
stations by motorized fork-lift trucks. Each station is 
equipped with a dust removal hood and all dumped coffee 
is taken by conveyor to large bins above two Burns No. 7 
Recirculating Coffee Cleaners. 

The entire sequence of operations—the conveying, the 
filling and emptying of storage bins, and the feeding of 
the cleaners—is automatically controlled by a master 
panel which actuates all gates by air cylinders—-continuous- 
ly insuring identical blends. 

After the coffee leaves the cleaner feed bins it is washed 
in the polarized air bath of the No. 7 Cleaners, This 
removes all light strings, as well as the dust and skins so 
detrimental to cup quality. All coffee then passes through 

(Continued on page 136) 
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Our 100% Trade Service 
Makes it Easy for you to place 


THE BEST INSTANT COFFEE 
UNDER YOUR LABEL 
AT THE LOWEST COST... 


with no investment in Capital 
Equipment and Technical Knowhow 


GET THE MOST OUT OF YOUR TRADE NAME! 


HARNESS OUR 100% DEPENDABLE TRADE 
SERVICE TO YOUR OPERATION... 











for . . . Highest Quality 

for . . . Adjustment to your Requirements 
for . . . Prompt Shipment 

for . . . Greater Satisfaction 


for . . . More Profit 





Prime ingredients of our 100% TRADE SERVICE are: 
Long practical COFFEE EXPERIENCE e Advanced TECHNICAL KNOWHOW with 
pioneer processing background e A modern FLEXIBLE PRODUCTION UNIT e 
CONSCIENTIOUS EFFORT to mutual best interest e© CONTINUED RESEARCH 











HARRISON COFFEE 


CORPORATION 
Coffee Processors 
601 W. 26th Street New York 1, WN. Y. Phone: Algonquin 5-3914 


*Greatest advance yet made in Soluble Coffee will come from our Plant #2 
now under construction in Paterson. Production expected December, 1954 
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recent developments 
in the soluble coffee industry 


By G. E. WHITE, Advertising and Merchandising Manager 
Maxwell House Division, General Foods Corp. 


The effect of the price spiral 

The impact of price spiralling on the soluble coffee in- 
dustry during recent months probably has becn the most 
important new factor to influence its growth trend. The 
development of the product in very recent years had re- 
sulted primarily from a marked improvement in quality, 
coupled with the convenience 
factor. Added to this combi- 
nation was the economy fac- 
tor as compared to ground 
coffee. This differential in 
cents per pound was sizable, 
depending on the individual's 
taste and his idea of desired 
cup strength. 

At the price peak, this dif- 
ferential between soluble and 
ground coffee just about 
doubled the year-ago figure. 
As the differential increased, 
the rate of growth increased to the point that soluble coffee 
now accounts for more than one out of four cups nationally 
—compared with the one out of five ratio of a year ago. 

As prices return below the dollar level for ground coffee 
the growth trend will be most interesting to observe. Wil 
the product retain its popularity as this economy factor is 
decreased ? 


Added new labels in the soluble field 


The popularity of the product continues to attract new 
labels, most of them packed under contract by relatively 
few processors. The past year has scen the addition of ap- 
proximately 40 more. Well over 100 coffee firms now 
have products under their own labels. 


Dark roast and substitute filled products 
Recent developments have included special packs at- 
tempting to cater to sectional preferences for depth of roast 
and for chicory and other roasted, vegetable substitute 
mixtures. It is too early to read any success into this 
venture. 


Developments within the institution field 


Several of the major roasters have introduced special 
soluble packs for the restaurant business. While it is too 
early yet to judge, there is evidence of a growing accep- 
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tance by many operators who seize on this development 
to help curb their rising costs and assure themselves of 
uniformity of brew. 


Use in vending machine operations 


The cotfee vending machine continucs to grow in im- 
portance, sparked by the increased acceptance of soluble 
coffee. With some 30,000 machines now using an estimated 
cquivalent of 24,000,000 pounds of ground coffee per year, 
this becomes of real importance to the coffee business. 


Continued application of research and heavy investment 


The successful processor of soluble cotfee needs to con- 
tinue with a constantly increasing research program for the 
further improvement of his product. The heavy cost of this 
program, the need for specialized research talent and the 
heavy investment in research and plant equipment continue 
to be characteristic of the soluble business. 





Coffee Purchase Trends 
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In the years 195! to 1953, with the total consumption of coffee in- 
creasing 13 per cent, instant’s share of this total increased from 13 
to 20 per cent. The source of this data is Curtis C. Rogers, execu- 
tive vice president of the Market Research Corp. of America. In 
the first quarter of 1954, instant coffee's share went up to 27 per 
cent, and in the second quarter, it reached 29 per cent of the con- 
sumption total. By mid-July instant's share rose to 30 per cent—and 
stayed there. 
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D.. miss your chance! 
Participate in this growing field — 
and — get the best. 


The manufacture of your private 
label instant coffee is our only busi- 
ness! We have no brand of our own. 


We serve many of the largest 
grocery chains and coffee roasters 
throughout the country. 


Let us help market your brand — 
our only aim is to produce the finest 
instant coffee obtainable — 
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SOL CAFE MFG. CORP. 


SOLUBLE COFFEE & TEA MANUFACTURERS - — 
RINCKERHOFF AVENUE 


COFFEE & TEA INDUSTRIES and 














































The Flavor Field 






















x A Coffee Convention “Fact-Reference” Feature 


trends in the techniques 
of soluble coffee production 





By LEONARD M. ZUCKERMAN and SOL BERG, Coffee Instants, Inc. 


In the face of the severe jolt to the coffee market in the 
past few months, and in view of the fact that stability is not 
yet in sight, there are many questions being asked by manu- 
facturers and distributors of instant coffee: 

Will the current drop in prices affect instant coffee sales? 
How can I assure myself of maintaining my present market ? 
What technical improvements can be expected in processing 
techniques? 

In the writers’ opinion, instant coffee sales will not be 
greatly affected by the current drop in coffee prices, after 
a period of readjustment. Instant coffee has developed 
a following of its own. The instant coffee consumer buys a 
product which is not only convenient but has proven to be of 
acceptable quality, consistently uniform and more cconomical 
than the ground coffee product. 

These are strong points in favor of continued use of in- 
stant coffee by the present consumers. It is unlikely they 
will revert to using ground coffee because of the drop in 
price of the latter alone. After all, such a price drop will 
also result in a comparable drop in the price of instant 
coffee. True, the dollar savings on instants will be less, 
but not enough less to convince the majority of consumers 
that what has proved an exceptionally satisfactory buy up 
to now has changed in value. It seems unlikely, therefore, 
that the current proven trend to increased coffee consumption 
will be changed materially by the changing coffee price 
market. 

The instant coffee manufacturer will, however, definitely 
be faced with increasing competition for his sales dollar, 
since new soluble coffee facilities are being considered and 
built around the country and, in fact, around the world. 
Those manufacturers alert to this trend will be (and many 
actually are) conducting research towards producing an 
even better product. Since apparently consumer acceptance 
of instant coffee is not a fad, but rather a definite trend 
of acceptance of a modern, economical product, it remains 
for the manufacturer to improve his product continuously, 
to create even greater consumer acceptance. 

The primary aim of current research is to produce an 
instant coffee with body, flavor and aroma more nearly ap- 
proximating brewed coffee. Different coffee blends are 
being experimented with, and new extraction procedures 
are being sought that will produce higher production yields 
and greater overall plant efficiency without impairing the 
quality of the product. Thus, the price of a cup of in- 
stant coffee, today less than that of a cup of brewed coffee, 
may be yet further reduced. 

Further research into aspects of drying the instant coffee 


NOVEMBER, 1954 


Leonard M. Zuckerman Sol Berg 


to either the hollow bead spherical term (spray drying) or 
the solid flake form (high vacuum drum drying or con- 
tinuous belt freeze drying) may result in the production of 
a product of improved quality, aroma, flavor, appearance 
and solubility. 

Some of the other problems that are continually being 
experimented with are: 

Preparation of an instantaneousy soluble particle that 
lcaves no residual scum and that docs not foam in the cup. 

Creation of an instant coffee particle that appears more 
like ground coffee when packed in jars. 

Manufacture of an instant powder that both carries aroma 
with it and imparts the aroma to the brew made from it. 

Manufacture of an instant powder that is at all times 
free flowing, no matter what the bulk density. 

Preparation of a high quality coffee extract which will 
maintain its quality at room temperature for an extended 
period of time. 

In addition to being up-to-date cn the research in the 
ficld, the instant coffee producer in today’s competitive 
market must of necessity modernize his equipment and pro- 
cesses to the greatest degree, to increase his efficiency and 
reduce his costs. 

The development of new and varied uses and outlets 
for instant coffee powder will bolster the instant coffee 
manufacturer or distributor in a more competitive market. 
Some of the major instant coffee manufacturers have al- 
ready led the way by marketing a bulk package of instant 
coffee powder for restaurant and institutional usc. The 
economy and uniform high quality of such a product is 
creating a new and satisfied market for instant coffee. 
There is no doubt that this acceptance of instant coffee for 

(Continued on page 69) 
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should you get into solubles? 


By GEORGE HARRISON, President 


The dollar volume of soluble coffee is now claimed 
to exceed that of the entire tea business, and is rated 
nationally at around 30 per cent of all coffee business. 

Many have been predicting this, and more, right along, 
but somehow there is always an element of surprise in 
an established fact, regard- 
less how much the develop- 
ment has been expected. De- 
spite this tremendous per- 
centage, an observer familiar 
with the movement is con- 
vinced that solubles would 
have gone further faster it 
it were not for varying de- 
grees of “conservative cau- 
tion” traditional to our in- 
dustry. 

Once upon a time, all a 
grocer carried was a limited 
assortment of staples which afforded the average family 
very little variety. Today the supermarkets are full of a 
staggering assortment of ready-to-eat items—even complete 
meals—representative of excellent cookery from every 
part of the world, and there is encouragement for more 
because of the ready takers. 

When we think about it, coffee was overdue in joining 
the long parade of prepared foods. 

From six or seven per cent of the total coffee volume 
five years ago to 30 per cent today is indeed phenomenal 
growth, and such performance certainly carns a warmer 
general acceptance into the “coffee family”. The con- 
sumer acceptance of solubles is unquestionably of such 
force as to warrant reappraisal of its future possibilities. 
It is also increasingly evident that the growth of solubles 
has affected the sales of regular coffee to a varying degree, 
which in turn points up a merchandising problem con- 
fronting popular brands of regular coffee that remain 
without an associate soluble coffee under the same label. 

There is no questioning the fact that “convenience in 
the kitchen” has overtaken us. Believe it or not, there 
are many folks who, rather than clean a coffee pot, will 
not drink coffee. They find soluble coffee an EASY WAY, 
and because of this, become greater coffee consumers. 
But whose coffee do they consume? They are familiar 
with "X” brand regular coffez they heard friends 
praise it. or became familiar with the name through other 
means... and was naturally attracted to the soluble under 
that name. However, if there is no soluble under that 
label, they pick up a soluble of second preference. 

Conservative caution in several ways has doubtless in- 


68 


COFFEE & TEA 


The Harrison Co 


fluenced the hesitancy on the part of some roasters to 
enter the field. 

First, a watchful waiting for market “settlement” or 
so-called “return to normal”. This coffee man’s opinion 
is that the market is as normal as may be expected from a 
fluid market under present world conditions and that it 
is just as easy to work with solubles today as with regular 
coffee. The trade name's the thing. 

Second, most roasters would prefer to do their own 
processing and packing. The main deterrents here appear 
to be the technical and cap‘tal involvements, for unlike the 
business of roasting and packing regular coffee, there arc 
now presented many unfamiliar gadgets by squads of disci- 
ples with their individual claims for each of the gadgets. 
The choice can be mystifying and far more expensive than 
at first budgeted. Then follows the costly period of orien- 
tation, because the disciples may not be altogether in har- 
mony with the expectations of the coffee man. But re- 
gardless of how formidable, the problem can be overcome. 

A prominent solution is the Tenco venture, in which 
regionally important roasters combined to process soluble 
coffee primarily for themselves. 

The simplest way of entering the field is, of course, 
through an instant coffee trade service. This is roaster’s 
convenience to match the convenience the consumer seeks. 

No capital outlay is involved; “learning headaches” are 
climinated, and there is no delay in getting started. The 
roaster has access to specialists of long experience devoted 
to the mutual interest of the roaster and trade processor; 
there are no strings attached and little or no complications 
of processor competition with their brand. 

Competition for the roaster’s favor has become keen, 
and he is now in as good a position to select a complete 
packaged soluble as he is in selecting his green coffee. 
They can take what they want when they want it and pay 
as they go, an ideal position to be in. 

Cup valucs are as important in solubles as they are in 
regular coffee. It takes good sweet coffees and conscicn- 
tious know-how to produce good solubles. Mention “cup 
values” of soluble coffee to some coffee men even now, 
and one may expect the same kind of cold stare under 
arched eyebrows that prevailed five years ago when soluble 
coffee first started up the ladder. > 

Nevertheless, there are solid differences, and consumers 
have an uncanny way of determining their preference. It 
therefore becomes not just a matter of how cheaply can 
solubles be bought as it is to buy a good soluble et a 
price commensurate with its cup value and current market 

. all of which is merely in keeping with the classctal 
methods our industry has always used in buying coffee. 
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The performance of solubles to date leaves no doubt 
as to the future, and we may very well see a far more 
acute rise in use from this point forward, due first to 
“convenience”, second to “economy”, and third to a 
greater saturation of the market by more of the regionally 
important roasters entering the field. All of this must 
add up to greater general acceptance, or a ‘‘growing-used- 
to” this MODERN coffee form. 

Those who continue to watch from the sidelines help 
the fellows with a soluble to the extent that they reduce 
competition. In addition, the watchers may not be taking 
fullest advantage of their otherwise productive labels. 
A selection should indeed be made available to consumers 
who want to give a popular label the preference. Why 
leave the field entirely to the competition ? 

Consumers have acquired new habits, and their con- 
tinued favor is assured only if we cater to their new 
preferences. 


trends in the techniques 
of soluble coffee production 
(Continued from page 67) 





restaurant and institutional use will eventually create new 
retail consumers. 

The candy, ice cream and baking industries are also being 
sold cn the practicability of using instant coffee powders 
for flavorings. Instant coffee can be incorporated into any 
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fat- or oil-based emulsions, or into any water-based mixtures, 
and they can be introduced directly into the candy, ice cream 
or baked goods as flavoring. 

In view of the possible new developments in instant 
coffee processing, the new producer considering going into 
the manufacture of instant coffee in today’s market will 
have to consider carefully the type of equipment he ts going 
to start with. He will have to be concerned not only with 
the relative merits of the presently available equipment, but 
also with the adaptability of the various types to future 
improvements in manufacturing methods. The latter subject 
is one of considerable concern to present producers as well. 

There are two basic extraction systems in use today in 
the soluble coffee industry. One is a semi-continuous batch 
extraction system, the other is a continuous extraction sys- 
tem. 

Briefly the two systems differ as follows: 

The semi-continuous batch type extraction system com- 
prises a battery of inter connected vessels filled with ground 
coffee. By passing hot water through this battery, a high 
yield extract is produced. 

In the continuous system, hot water is circulated in a 
continuous stream through a charge of coffee which is being 
moved in the opposite direction. A relatively low yield 
of soluble coffec is obtained in the continuous system. The 
extracted grounds from the operation may be further hydro- 
lyzed and the hydrolyzed solids washed from the spent 
grounds in a second continuous extraction process. The 

(Continued on page 71) 
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Packaged plant 
for soluble coffee 
announced by Pfaudler 


A new packaged plant for soluble coffce ty now avail- 
able from The Pfaudler Co., Rochester, N. Y. 

Coffee roasters, food processors and chain stores in- 
terested in the sale of their brand of coffee in the fast 
growing soluble coffee market can now obtain this 
packaged plant for their production, the company said. 

The Pfaudler Co. and William C. Winokur, food tech- 
nologist and consultant, have pooled their experience 
and know-how in offering the completely new packaged- 
plant arrangement. They said the package plant makes 
it possible to get into solubles quickly, without the head- 
aches of working out a new process and correlating and 
assembling methods and equipment. 

The new Pfaudler process insures soluble coffee equal 
to the best on the market today, company spokesmen 
emphasized. 

Even though the equipment is offered as a packaged 
unit, it can be arranged to handle the individual blend 
of the roaster, it was pointed out. The roaster can thus 
maintain the desirable flavor characteristics of the blend 
upon which he has built up his business with his regular 
coffee roast. 


Nescafe renews Jackie Gleason show 


Maintaining coast-to-coast Saturday night TV coverage for 
Nescafe, The Nestle Co., Inc., renewed its sponsorship of 
The Jackie Gleason Show. 

“Mr. Saturday Night.” as Gleason ha; become known, ts 
a particularly good Nescafe salesman, Don ld Cody believes. 
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Mr. Cady is Nestle V.P. in charge of advertising and mer- 
chandising. Gleasen reaches an audience, estimated at 10,- 
000,000 families, right at the biggest coffee break time of 
the week, Saturday evening. 

“I don't think we could get a better moment, psychologic- 
ally speaking,” Mr. Cady said, “to reach people with a mes- 
sage about fine coffee.” 

Jimmy Blaine and Bess Myerson do the commercials. The 
program is heard on more than 100 Columbia Broadcasting 
System stations. 


Substitute for coffee 
—hut it may poison you 

A native ‘‘substitute’’ for real coffee was given some at- 
tention recently. It’s gymnocladus dioicus, known popularly 
as Kentucky coffee tree. 

Dr. Arthur Graves of the Connecticut Agricultural Ex- 
periment Station, says standard reference works report that 
seeds of this tree were formerly used as a substitute for 
coffec. 

But he has no record that anyone has tried it in modern 
times. Also, he warns that the substitute coffee might be 
harmful. Seeds from trees of the bean family contain “some 
kind of poison that irritates the intestines.” 


Bappert named to CBI staff 

The Coffee Brewing Institute, Inc., has announced the 
appointment of Robert E. Bappert to its staff. 

Mr. Bappert will act as liaison between the cottee industry 
and the institutional services and restaurant industries. 

He was formerly area manager for the Maxwell House 
Division of General Foods and has had considerable ex- 
perience in working with restaurants to upgrade coffee 
service. 
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combination of the two extraction processes results in a 
yield comparable to that produced directly in the semi- 
continuous batch system. 

Basic changes in the operation of these different type 
systems are unlikely. However, it is expected that experi- 
mentation with varying operating conditions will eventually 
result in an even higher yield than is presently obtained, 
and also in a product which is even better in comparison 
to the original cotfee brew. 

The two principal drying methods in use today are spray 
drying and high vacuum drying. Two examples of the 
latter would be drying of liquid extract on heated drums 
inside a vacuum chamber, and drying of frozen extract on 
a continuously moving belt inside a vacuum chamber. The 
high vacuum methods are considcrably more expensive to 
install and operate than spray drying units of similar capa- 
city. Whether or not the difference in cost is justified by the 
type of product manufactured is subjcct to debate. 

The products obtained by spray drying, continuous belt 
freeze drying, and high vacuum dium drying are known to 
us all. Their respective merits are debated daily on the 
advertising pages of our local newspapers. The most im- 
portant improvement that we can expect in the near future 
is that the cost of setting up such drying systems to produce 


coffees comparable to the best on the market today will 
be reduced somewhat. Shortcut techniques of accomplishing 
the same drying results are being worked on, and results 
may be forthcoming within a few years. 

Methods of retaining the delicate coffee flavors in the 
instant coffee powders as they are dried have not yet been 
successfully incorporated into commercial units. There ts 
some loss of volatile flavors due to boiling away in the 
spray drying process and to volatilization under vacuum 
in the other processes. 

There has been some talk in the industry of development 
of a freeze drying process capable of producing solid, 
readily soluble coffee pellets. This is apparently still a 
laboratory curiosity. 

Generally, we feel the most economical plant to build 
today is one using a semi-continuous batch extraction system 
and a spray drier. Operation of such a plant in accordance 
with proper techniques and up-to-date methods should 
result in an economical and efficient process and a product 
that will be competitive for quite a few years to come. The 
changes that can be expected are such that an up-to-date 
manufacturer can incorporate them into his system without 
too much difficulty and without excessive cost. 


IBC plans coffee recovery in Santa Catarina 


The Instituto Brasileiro de Café is planning the recuper- 
ation of coffee growing in the State of Santa Catarina. 
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CASH IN on the 
Expanding Soluble Coffee Demand! 


Foster D. Snell, Inc. 


Offers You the Utmost in 
Soluble Coffee PLANT EQUIPMENT 
and ENGINEERING KNOW-HOW for 
Economical, Simple Processing of 
Highest Quality Soluble Coffee with 
Repeat Sales and Expanding Volume. 


Foster D. Snell, Inc. has provided engineering and 
processing “know-how” to the soluble coffee in- 
dustry since its inception. Services include coffee 
eadiog, flavor ies. trouble shooting, and 
the engineering of soluble coffee plant equipment. 


In answer to a growing demand from soluble coffee 
roducers, Snell offers completely engineered plants 
bend upon the most modern developments in coffee 
extraction and drying. 


The Snell design incorporates the following basic 
prerequisites for an economically sound soluble cof- 
fee plant: 


1. High Yield 

3. Minimum oxidation 

5. Highly soluble bead 
product 


2. Minimum loss of volatiles 
4. Sanitary construction 
6. Low Labor requirements 


Snell Coffee plants are available in a range of 
capacities selected to meet both American and 
Foreign requirements. Inquiries concerning these 
plants and prices will be welcomed and answered 
promptly. 


FOSTER D. SNELL, Inc. 


29 West |5th Street New York II, N. Y. 
WA 4-8800 
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Solubles 


New company for manufacturing 





instant coffee is launched 


Coffee Instants, Inc., Flushing, N. Y., announces tts 
entry into the soluble coffee manufacturing field. 

The new organization is completing modern facilitics 
carly next month and will be prepared to supply private 
label instant coffecs in both powdered and liquid forms. 

The organization comprises men with over 20 years 
cumulative experience in the comparatively young soluble 
coffee industry. 

Sol Berg and Leonard M. Zuckerman, both graduate 


chemical engineers, have an extensive background of 
| practical experience in the installation and operation otf 


soluble coffee equipment. Their knowledge of proven 
methods plus their development of new processes com, 
bine to produce a product which they feel will be superi- 
or in aroma, taste and solubility. 

Seymour S. Mindel, in charge of promotion and sales. 


| anticipates the new plant will offer a complete service to 


coffee roasters, chain store operators, institutions, the 


| vending machine trade and the extract field. 


| 
| 


Mr. Mindel states that both new distributors and those 
already selling solubles can deal with Coffee Instants, Inc.. 
with the confidence that they will be provided with an 
instant coffee of “assured quality, with prompt delivery, 


/ at a competitive price’. 


| 
| 
| 
| 


Soluble coffee use up in Cleveland 


Consumer sales of soluble coffee continued to rise in 
Cuyahoga County, Ohio, during April and May, while sales 
of regular coffee continued on a decline. 

The figures were reported by the A. C. Niclsen Co. to 


| the Cleveland Plain Dealer for its bi-monthly analysis of 


| 


| food store sales of selected commodity groups. 


On the basis of two ounces of instant coffee to a pound of 


| regular coffee, the Niclsen survey found that bi-monthly 
| sales since the first of December, 1953, were: regular coffee 


~2,414, 1,897 and 1,832 pounds; and instant coffee-—1,153, 


1,180, and 1,198 pounds. 
Solubles now have 39.6 per cent of the total coffee market, 


| compared to 38.3 per cent in February-March, and 32.3 per 
, cent in December-January, according to the survey. 


| How Holiday Brands gets fast, 


dust-free filling of solubles 
At Holiday Brands, vacuum-dried soluble coffee is filled 


| into glass jars and sealed under vacuum to protect the 
_ quality, according to a report in Food Processing. 


An eight-head Vacuflow filler is used to insure uniform 
dustless packaging. In the filling operation, cach jar ts 
conveyed onto a lift plate which raises the jar against a 
centering guide, insuring tight contact with a sealing ring. 
A pulsating vacuum is drawn on each contained through 
two screened orifices on opposite sides of the filling head. 

Alternating the vacuum from side to side of each com- 
partment filling head and similarly allowing air to blow 
through the screens prevents plugging. The fill is completed 
when powder reaches the screened head. 


and The Flavor Field 
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Density of coffee, as filled, is controlled by the amount 
of vacuum used in the filling process. 

Density of individual coffee granules is kept uniform by 
controlling the pressure and temperature of the drying 
process. Since the product is hygroscopic, the filling oper- 
ation is carried out in an air-conditioned room. 

After filling, the jars are automatically conveyed to the 
screw capper. Preceding the Vacuflow filler, air cleaning 
is performed. Following screw capping are automatic 
labeling and case packing operations. 


Vacuflow Rotary Powder Fillers, cight to 24 heads, with | 


capacities up to 300 packages a minute, are manufactured 
by Pneumatic Scale Corp., Quincy, Mass. 


Harvey, author of FDA opinion on coffee 
extenders, promoted to deputy commissioner 


John L. Harvey, associate commissioner of the Food and 
Drug Administration, Washington, D. C., whose ruling on 
coffee extenders has become widely known in this industry, 
was recently promoted to the rank of deputy commissioner. 


The promotion was made by Oveta Culp Hobby, Secre- | 


tary of Health, Education and Welfare. 
At the same time Mrs. Hobby announced appointment of 


Robert S. Roe, who has been head of FDA's program re- | 
search, to succeed Mr. Harvey as an associate commissioner. | 


FDA's other associate commissioner is Malcolm R. Stephens. 
Both Mr. Harvey and Mr. Roe are long-time civil servants. 


Both started their government careers with FDA in 1925, | 


Mr. Harvey as an inspector and Mr. Roe as a chemist. Mr. 
Harvey is 55 years old and Mr. Roe 52. 


Tariff Commission rejects plea 
for higher duties on chicory 


The U. S. Tariff Commission has ruled that ground chicory 


is not being imported into this country to the extent of in- | 


juring, or threatening to injure, the domestic chicory-pro- 
ducing industry. 


The ruling rejccts arguments put forward by U. S. chicory | 
producers that as a result of trade agreement concessions | 


which lowered import duties on incoming chicory, the home 
industry is threatened with unfair competitive dama.¢ 

The original rate for chicory, ground, or otherwise pre- 
pared, was set at four cents a pound under the Tariff Act 
of 1930, As the result of U. S. tariff concessions negotiated 
in 1936 and 1948, the schedule was ultimately lowered to 
two and a half cents per pound. 

Imports of crude chicory are now dutiable at one cent per 
pound, representing a trade agreement reduction of about 


half. 


Nearly half San Diego homes 
have instant coffee in pantries 


Instant coffee was found in 44.8 per cent of homes sur- 
veyed by the San Diego Union and Evening Tribune. the 
newspaper reports in its continuing home audit. 

This new study of the area in terms of product use and 
brand competitive position also found 82.8 per cent of the 


kitchens had a brand of regular coffee during the same , 


period—May and June. 
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Your Most Practical Approach to 


SOLUBLE COFFEE 


production is thru your 
BOWEN REPRESENTATIVE 


@ Many of the leading brands of high 
quality soluble coffee are produced on 
Bowen Spray Dryers. You too may se- 
lect equipment to meet the physical 
requirements you desire for your 
product—bulk density, particle size, 
ready solubility and integrity of flavor. 


Spray Dryers for soluble coffee pro- 
duction operate automatically to 
produce 2 to 12 tons of powder daily. 


Bowen engineered Spray Dryers meet cost 
production limitations of the smaller com- 
pany as well as the larger producer. 


Bowen design principles can often be ap- 
plied to existing coffee spray dryers to im- 
prove the quality of the product. 

The knowledge based on broad production 


experience can be applied to your problem. 
A conference does not obligate you in any way. 


WRITE FOR INTERESTING BOOKLET — 
“The Bowen Story of Spray Drying” 


BOWEN SPRAY DRYERS 
Always Offer You More! 


BOWEN ENGINEERING, INC. 
NORTH BTANCH 5, NEW JERSEY 


Recognized Leader in Spray Dryer Engineering Since 1926 
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where do individual coffee bags stand now? 


By STANLEY H. BEAMAN, President 


Only one bag containing 100 per cent ground coffee has 
withstood the test of time, annually increased its distribu- 
tion and firmly established itself with consumers and coffee 
roasters in the United States and Canada. This bag, 
called Steepolator, is in its sixth year of distribution since 
it was first introduced in 
Boston under the brand 
names of S. S. Pierce, Ara- 
ban and other New England 
roasters. 

Aborn, Campbell and 
Woods, Dwight Edwards, 

Wilkins, Woolson Spice, 
Dannemiller and Canada’s 
Mother Parker are only a 
few of the well-known com- 
panies who have also been 
marketing their coffee in 
these bags for several years, 
and each year the list continues to grow. 

A different type of coffee bag with a more limited dis- 
tribution is manufactured and sold under their own brand 
name by the Jewel Tea Co. Although the method of pro- 
cessing its coffee contents was invented and patented by 
the Steepolator inventor, the Jewel Gem Bag contains ap- 
proximately four and a half grams of ground coffee coated 
with a dehydrated concentrate. This combination of 
soluble covered ground coffee packed in individual bags 
was first marketed by its inventor in New York and New 
England before World War II, and was called coffee- 
sealed coffee. It was not vacuum packed and was soon 
discontinued. Improved and vacuum packed, it was rein- 
troduced about two years ago by Jewel Tea, who now 
owns its patent. 

One or two other coffee bags have appeared on the 
market during the past 15 years. They apparently failed 
to meet with sustained or increasing consumer acceptance, 
however, and are little heard of today. 

Firmly entrenched now as a profitable item with many 
roasters throughout the United States and Canada, and 
with sales in the multiple millions to consumers, the quality 
coffee bag will unquestionably continue to grow to a 
greater and greater portion of the total coffee market. In 
spite of some soluble advertising to the contrary, there 
are few if any coffee connoisseurs who do not frankly 
acknowledge that 100 per cent pure ground coffee is the 
only product that can be used to produce the rich, full- 
bodied flavor and delectable aroma of real coffee. On 
this score, therefore, the quality coffee bag containing the 
proper amount of pure ground coffee does not have the 
flavor limitation that in turn limits the sales of solubles. 
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Modern Coffees, Inc. 


From the convenience standpoint the cotfee bag com- 
pares favorably with solubles. Its longer steeping time 
is offset by the normal two or three minute cup cooling 
period that most consumers wait before drinking a too 
hot brew. 

On the economy angle, the cost per cup of the cottee 
bag compares favorably with the cost per cup of the pot- 
brewed beverage, or solubles. The primary reason for 
this economy, as with solubles, is the elimination of waste. 

In spite of its low cost per cup to the consumer, no 
other form of coffee packaging offers the roaster such an 
extremely large profit per pound as do coffee bags. The 
profit can easily be $.01 per ounce or $.16 per pound to 
the roaster and a minimum 20 per cent markup for the 
retailer. 

The foregoing facts of quality, convenience and econo- 
my to the consumer, plus extra large profits to the roaster, 
when added up indicate why the ceiling for coffee bag con- 
sumption and sales is potentially as great as that of tea 
bags in their field. 

The attainment of this potential now becomes possible 
much faster because roasters can obtain specialized coffee 
bag machinery for their own in-plant use. By doing 
their own packaging, they can not only increase their 
profits, but also have the satisfaction of their own produc- 
tion control. 

Machines for making pleated, small size bags that will 
hold a standard measure of ground coffee now have in- 
terchangeable “heads” for economical high-speed tea bag 
production. The ability to spread the cost of such a 
packaging unit between coftee and tea is another induce- 
ment to those roasters who recognize the sales possibilities 
of quality coffee bags, but who heretofore were reluctant 
to adopt them when packaged outside. 

The American public wants a quality coffee bag. This 
fact has been amply proven by years of sales experience 
in the areas where such bags have distribution. Also, 
national magazine advertising brings in daily consumer 
requests for them from areas where they are thinly dis- 
tributed or not yet on sale. 

Skeptical roasters can quickly and easily prove this to 
their own satisfaction with inexpensive consumer research 
—return postcard questionaires—in their own areas. A 
limited market test of a quality coffee bag under their 
own brand-name is another way, without financial gamble, 
for roasters to quickly prove their customers’ desire for 
good coffee bags. 

Whether making a limited test or a general distribu- 
tion, however, roasters must never overlook the necessity 
of a certain amount of promotion to let consumers know 

(Continued on page 140) 
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coffee bags in 


today’s market 


SERENE 





PATA 


By R. S. OBER, Product Sales Manager, Coffee Bags 
Arkell & Smiths 


To our knowledge, Mrs. Housewite, U. S. A., has 
never yet mistaken a bag of coffee on a retail shelf for a 
package of lollipops, a loaf of bread, or a bundle of nuts 
and bolts. This factor of product recognition has long 
been a large plus in favor of added coffee sales in bags, 
and one which few other 
oldtime or modern food 
packages can boast. 

Fortunately for all con- 
cerned, including the bag 
manufacturers, early accep- 
tance of the paper bag as an 
attractive, economical unit 
for shipping, displaying and 
selling coffee resulted in a 
vast increase in usuage of 
paper bags. This, in turn, 
led to major improvements 
in construction, including 
highly protective glassines and Pliofilm liners, and fine- 
ly finished outer Krafts, and ultimately to standardization 
of sizes. Gloss inks and attractive designs further helped 
enhance the coffee bag as a standard package. 

The present sales value of a readily acceptable and 
recognizable bag of coffee would doubtless have been 
ignored if it were not for the economy of the bag itself. 
True enough, bag prices have risen somewhat in recent 
years, along with our general cost of living, but let's 
look back even further. Although not too many of us 
were buying Santos 4’s at 83/, and 9 cents a pound in 
the actuals market in 1904—-which is about the time coffee 
was first doled from a bin into a paper bag at the local 
general store—the paper bag represents a smaller per- 
centage of the ultimate roasted selling price today than 
it did then. 

Forgetting, if you can, the March, 1954 high of 947% 
cents for Santos 4’s and assuming a mid-October spot 
price of 687% cents, bag costs percentagewise range from 
a modest 0.7 per cent for a pound of roasted restaurant 
coffee to 1.4 per cent average for coffee at the retail store. 
Percentagewise, this represents a cost decrease of about 
three per cent in 50 years. 

Generally speaking, the higher the price of coffec. or 
the tighter the economy, the more penny-conscious the 
consumer becomes, and the greater the percentage of 
coffee sold in paper bags. The price situation was exag- 
gerated to the reading public to such a degree by the press 
that an unfavorable situation was made worse. 

A front page picture of New York's Governor Thomas 
E. Dewey drinking you-know-what was typical. Thanks 
to the excellent work of the publicity committee of the 


NOVEMBER, 1954 


National Coffee Association and the advertising and pub- 
licity of the Pan-American Coffee Bureau, this unfavorable 
publicity has been offset to a large degree with thousands 
and thousands of consumers. 

In order to cater to the situation, bag manufacturers 
were called upon to deliver bags for blends of coffee and 
coffee extenders, and of new brands of less costly coffee. 

The fact remains, Mrs. Housewife will continue to watch 
her coffee money carefully. If the coffee market remains 
stable for a year or two at current levels (this is not a hot 
tip from Front Street) it seems reasonably certain that 
bags will continue to account for a substantial share of 
the poundage packed. 

The challenge of higher prices has been well met. Bag 
manufacturers have met this challenge with increased 
paper technology for greater strength and finer printing 
surfaces. Equipment manufacturers have devised improved 
fillers and packers. Roasters have developed more effective 
selling and merchandising techniques. Advertising 1s 
being used on a larger scale. 

But to supplement advertising, a paper bag must help 
the roaster sell his coffee. Sure, advertising can pre-sell 
your brand to a large extent, but maybe not to the full 
extent you might hope. DuPont's now famous though 
recent survey reveals that there are still 48 per cent of the 
consumers making their buying decision after they enter 
their local supermarket. This buying decision is made in 
slightly over one minute (our own wife takes longer). 

What does this mean in terms of your own private 
label? It means it has to do a real selling job, and do 
it fast. More often than not, the consumer will select 
the brand that most appeals to the eye, assuming compar- 
able price. 

Remembering that coffee in bags receives instant product 
recognition, it behooves the smart roaster-merchandiser 
to do his utmost to get every possible extra “impulse” 
sale through attractive package design. 

The customer knows it’s coffee, so play up your brand 
name or trade mark. Make sure a careless clerk can't 
lose a sale for you by displaying an uninformative bag back 
or bottom. Display your brand name on the front, back. 
bettom and sides. If brewing instructions are included 
on the package, make sure Your Brand Coffee stands 
prominently in the instructions. 

We most certainly do not recommend throwing out a 
package whose identity has achieved long and widespread 
recognition. but we do say look it over critically and ask 
yourself, “How can it be improved?” Ask your bag sup- 
plier to help you. The chances are that he has expanded 
his design facilities to meet the challenge of tough selling 

(Continued on page 143) 
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“keep ‘em coming!” 


How to use premiums to build repeat business 


By GORDON C. BOWEN, President 


Premium Advertising Association of America 


Premiums as a tool in coffee merchandising have achieved 
pretty dramatic reputation—and one that’s well-earned 
as a “shot-in-the-arm” for lagging sales, a proven tool for 

getting lots of new customers in a hurry. 

But there is another use of the premium device in build- 
ing coffee sales. To my mind, 
even more important. 

That is the herculean job of 
holding on to the steady cus- 
week-in week- 
out, against all the pressures 
of competitive deals, ‘‘one- 
shot” premiums other 
promotions aimed at making 
your customer thesr customer 

Brand loyalty in the coffee 
market is actually pretty high, 
but I've yet to find a coffee 
marketer who thinks it’s high 
enough. 

Keeping loyalty to your brand high, and building it to 
new heights, obviously is not a chore that can be carried out 
by any premium plan by itself. The product, the package, 
advertising, display, merchandising, the sales force, dealer 
and jobber relations—-all these elements are “musts” before 
any premium plan can do a job for you. 

If all these elements are right, then a premium plan gives 
vour customers and/or dealers and jobbers an extra reason 
for staying with your brand. 

If the premium is the ov/y reason you offer, then you may 
as well face up to it—you’'re licked before you start. 

There are a few more words of caution which must be 
said before any discussion of how premiums can be used 
to build repeat business and to maintain a foundation of 
customer and dealer-jobber loyalty. 

Most important of these is the fact that any premium 
promotion—whether a continuing program or a single pro- 
motion—is only as sound as the creative selling ‘dea behind 
it. If the promotion is well-thought through and integrated 
with a sound advertising and merchandising program, the 
odds are that it will do an unbeatable job at an extremely 
low cost. If it is just another “gimmick,” its chances of 
success are slight. 

It is also a good idea to remember that there are as many 
ways of using premiums as there are creative merchandising 
men. An analysis of each specific marketing problem is 
needed before any one premium device is selected. It may 
be that your particular brand of coffee is so superlatively 
pleasing to the popular palate that your problem is a 
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sampling one, rather than that of holding on to your cus- 
tomers. In that case, instead of reading this discussion you 
should be out looking for a good self-liquidating premium. 
Or it may be that no premium will help until you get your 
sales force up off its cushioned seat, and a prize contest 
is your particular cup of (pardon the word!) tea. 

But when an analysis of your marketing problem shows 
that business would be so much better if your customers 
didn’t keep switching to another brand, or if your dealers 
didn't keep burying your brand when somcone clse’s pro- 
motion came along . . . then you will do well to consider 
how and why a continuing premium program can help. to 
solve that problem. 

Most of the ways in which premiums are used to en- 
courage continuity of purchase boil down to two basic ap- 
proaches. 

The first of these is the classic silverware offer. It basic- 
ally means getting a highly attractive ‘one-shot’ premium 
which is part of a larger set or group. This can be silver- 
ware, with individual parts of a service for eight plus 
extra serving pieces; or china with the same kind of assort- 
ment; or glassware; or home workshop cquipment; or any 
other kind of merchandise where cne unit can be considered 
a component of a larger group and the consumer, once 
having acquired the first unit, can be expected to kcep build- 
ing until the remote day when the set is complete. 

This approach has one major asset: it works as well as a 
“one-shot” promotion in attracting new customers, then it 
keeps them coming back for more. 

It has one liability which is part of its asset, too. For 
by its very nature it makes the acquisition of a full set 
seem far away. One coffee company, which prefers to 
remain anonymous, has had great success with this kind of 
continuity premium promotion by means of a little extra 
promotion. The respondent who sends in for each suc- 
cessive premium gets a “bounce-back” with a new special 
offer making it a little easier to get the next picce than the 
advertised terms state. 

In the bounce-back, incidentally, lies the key to the suc- 
cess of many continuing premiums of this set-building type. 
The bounce-back is a flyer enclosed with the premium mer- 
chandise, offering other merchandise in the set. Without 
a well-conceived and expertly prepared bounce-back, no con- 
tinuity program can hope to get off the ground. 

One essential in this, or any other premium promotion in 
today’s market, is that the premium be of high quality and 
value. This is especially true in the case of set-building 
premiums, which are usually self-liquidating to the con- 
sumer (in other words, the price the consumer sends along 
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with proof-of-purchase covers the entire cost of the premium 
plans handling and shipping). 

The second basic approach involves a catalog coupon 
plan. This kind of premium promotion has one drawback 
as opposed to the approach just considered above—it does 
not get off to as rapid a start or attract as many new cus- 
tomers initially. 

But once started, a coupon plan has a cumulative growing 
power and staying power that often exceeds the expec- 
tations of its users. 

Perhaps the largest packer of private label coffee in the 
country, the Dannemiller Coffee Co., Brooklyn, N. Y., pro- 
vides an example of how this approach maintains sales in 
the face of intense competition from nationally advertised 
brands. Dannemiller uses a catalog coupon plan serviced 
by (plug) the company which I head, the Premium Service 
Co., and called the “Mutual Coffee and Tea Service Pre- 
mium Plan.” 

Just as there is no doubt that premiums alone did not ac- 
count for Dannemiller’s position, so too there is little doubt 
that without this device jobbers throughout the country 
would be faced with a much more burdensome selling cost 
in maintaining sales against competitive pressures. 

The economics of a catalog premium plan are based on 
one simple fact—the per unit cost of a new customer is 
much higher than that of a steady customer. To put it 
another way, if your objective is just to hold your own in 
the market, your selling cost is higher if half your customers 
drop out cvery month than it would be if only 40 per 


cent fell by the wayside. (These percentages, I trust, are 
exaggerated. . 

This kind of analysis shows that a monetary value can be 
assigned to holding on to a customer (or to maintaining 
inventory and display position with a dealer or jobber). 
Once decided on a catalog coupon plan, the first step is to 
get together with a reputable service company (there are 
a number of others besides my own which service coupon 
plans for advertisers, maintain stocks of merchandise, fulfill 
orders, and handle the thousands of details connected with 
Operating such a plan). 

With the advice of the service company, a redemption 
value can be placed on each coupon. Often dealer and 
jobber coupons are identical with consumer coupons, some- 
times separate coupons with highcr redemption values are 
used. 

The catalog premium plan is highly flexible in its appeal, 
because so many wanted items of merchandise can be offered. 
Once started saving coupons, a customer or dealer is less 
likely to succumb to a competitor's blandishments. By 
the same token, once a catalog premium plan ts started, it 
can't be turned off like a faucet. It is definitely a program 
for the long haul. 

A growing trend, and a healthy one, in the coupon plan 
is the one toward cooperative plans, or “co-redemption.”” In 
this program, several non-competitive advertisers with the 
same distribution or parallel distribution join so that dealers 
and consumers may use coupons from all these products 

(Continued on page 83) 


Pi b-), meg Moka. ft 


VAKE 


ejeole} a 


«= 


PREMIUMS 


‘hey're Morgan - Ones 


NOVEMBER, 1954 


For full information write: 


58 Worth St., New York 13, N. Y. 





% A Coffee Convention “Fact-Reference” Feature 


how premiums helped boost sales 








By R. M. McGARVEY, Jr., Vice President 


In spite of the cost increase at the retail level, the 
sales of the McGarvey Coffee Co., Inc., roasters of Flame 
Room Coffee. have enjoyed an increase of over 30 per 
cent this year. The new advertising vehicles, newspaper 
and radio, both extremely unusual, are credited with the 
sales increase. 

The story dates back many 

years ago to the time when 
Flame Room Coffce first ap- 
peared on the = grocers’ 
shelves. Many methods of 
selling coffee through adver- 
tising mediums were tried. 
Some were successtul, some 
were not, and a great deal 
of money invested in 
carlicr years to get over the 
distribution hump. 

After seven years of suc- 
cessful gains in consumer acceptance, the McGarvey Cof- 
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Housewives GO for these practical premiums! 


PEPPER MILLS 

Many types and sizes, also salt & pepper- 
mill sets. 

SHOPETTA, The shopping reminder for 
pocket & purse. 

Puts your advertising message into the 
shopper's hand, influences him at moment 
of purchase. 


Many other 
items! Ask 
for catalog! 
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Felix Glatz Import Co., Inc. 


14 West 23rd Street ¢ New York 10, N. Y. e CH 3-6803 


FRYING PAN SET 


High polished alumi- 
num, 
insulated handles, 
sturdy 
easy to clean. 


AN AMAZINGLY 
LOW-PRICED 
PROMOTIONAL 
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McGarvey Coffee Co., Inc. 


fee Co., stood at the crossroad. A decision was necessary- 
whether to further saturate present territories, or enter 
new markets. One thing was certain: if the decision 
favored strengthening the highly saturated established 
territories, a spectacular approach was neccessary. 

There was one exceptional possibility, The local news- 
paper, the Minneapolis Star-Tribune, has a circulation 
parallel to McGarvey’s territory. The back page has un- 
usual readership due to a picture page format on local 
news, plus the Cedric Adams column (Mr. Northwest 
himself). Advertising had not been allowed on this page 
for approximately 24 years. The exceptional readership 
of the page produced 98 per cent readership, while the 
front page of the newspaper received only one per cent 
higher. 

Contracts were negotiated with the newspaper to run 
Flame Room ads in the lewer right hand corner of this 
back page. The past five annual readership studies in- 
dicate a 69 per cent readership for this corner. 

With this tremendous vehicle uncovered, the decision 
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black plastic 
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for further particulars. On request 
we will submit a plan upon receipt 
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In spite of price increases 
and coffee turmoil this year, 
Flame Room Coffee sales 
went up more than 30 per cent. 
Here’s the advertising 
program — radio, newspapers 
and three-way premiums — 


which achieved this. 


was made. The constant repetition of McGarvey’s Flame 
Room Coffee with strong selling copy appeals was certain 
to accomplish territory-wide domination. 

A total of 1,039,140 readers per week have been ex- 
posed to Flame Room since last Deccmber. This is not 


Why the McGarvey Community Service Program has a lot of people 
taking part. This television set was awarded to the Gillette Hospital 
in a Flame Room Coffee premium offer. Consumers save red strips 
from the containers for favorite charity. At present members of more 
than 8,000 organizations are working for awards. 


circulation, but actual readership. This astounding cover- 
age made possible an effort to effect consumer preference 
from an already established consumer acceptance position. 
Immediate results were evident. 
In May, approximately five months later, the highest 
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available asindividual , 
pieces or packaged sets. 
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rated time scgment in radio was relinquished by the 
Northwest's famous Dayton’s Department Store, after 
18 years. The McGarvey Coffee Co. got into this time, 
which delivers more listening audience than all other 
radio stations in the area put together. The total weekly 
audience of this radio show is approximately 750,000. 
The romance of the coffee growing areas in South America 
is portrayed through the musical arrangements behind 
the commercial script. 

These two leading vehicles deliver more advertising 
impressions for the McGarvey Coffee Co. than any other 
food advertiser in the Northwest. The enthusiastic com- 
ments from the trade and the general public are many. 
Results prove without a doubt that consumer preference 
is increasing rapidly for Flame Room Coffee throughout 
the great Northwest. 

There are several other factors involved in the pro- 
motion of Flame Room Coffee. One very successful 
promotion is the McGarvey Community Service Program, 
wherein the consumers save red strips from the coffee 
containers for their favorite charity. 


These strips are collected by schools, churches, hospitals, 
boy and girl scout troups, and clubs of all kinds. Over 
8,000 organizations are working toward the award of their 
choice at present. All the organizations saving the strips 
have been furnished the Community Service Catalog, and 
upon collecting enough strips they select their award. 

These awards include athletic equipment, office equip- 
ment, television sets, radios, etc. To date over $100,000 
worth of merchandise awards have been presented to the 
various organizations saving Flame Room strips. 

The McGarvey Coffee Co. has for the past two years 
carried on a dealer premium plan. Coupons worth ten 
points cach are enclosed in all coffee cases. These coupons 
are saved by the grocers for premium prizes which they 
select from the Flame Room Dealer Award Catalog. 
Many prizes have been presented to the grocers. These 
include sporting equipment, wearing apparel, nationally 
advertised appliances, and just about everything a grocer 
desires. 

All in all, the many efforts to promote the sales of 
Flame Room Coffee have paid off. The 30 per cent in- 














“Keng of the Couboys 


Pat 
SERS 


Koy 


NN 


— 


/E | 


NBC Television . 
NBC Radio 
Newspaper Comics 
Comic Books 

















f Chrome Plated Case, Stainless Steel Back, Full 
Color Picture of Roy Rogers 
and Trigger on dial — 
Genuine leather Western 


style strap. 


y 
Ey pane ened - @ elo - wakes. | 
9 West 24th Street, New York 10, N. Y. 


82 COFFEE & TEA 





ea 


fo 
VF!" | WRIST WATCHES 
/ “ FOR BOYS 


f ROY ROGERS’ 
Multi-Million Audiences | 

Are Pre-Sold Daily | 
Thruout the Year! | 


& Roy Rogers gets top billing in 
HW) every field —Television, Motion 
Pictures, Radio, Newspaper 
~ Comics, Comic Books, Personal | 
Appearances and advertising | 
in Life Magazine. That’s why | 
ROY ROGERS WRIST | 
WATCHES are top sellers | 
everywhere. Thrilling gifts for 
every youngster. 







































Here’s a perfect gift eesti 
for the baby Only s1° = 
Makes drinking easy for tiny tots — ly at Better 
| saves spilling worries for parents. Baby Departments every- 
} Roly-poly bottom keeps cup right where. Two-tone pastel of 
side up. Removable top insures slow pink and blue; red and 
drinking, prevents spilling. ivory; green and yellow. 
WESTLAND PLASTICS, INC., LOS ANGELES 23, CALIF. 
RS RE EE NEA PSI TTY 

















Perfect gift 
companion of 
the popular 
NONSPILL == 
TOMMEE 
TIPPEE 
BABY CUP 


— oe i Mi a ; 
TIP PROOF — Crack Proof * 
Baby can't knock, tip, or turn over. Suction cup 
really holds! Gay colors and cute Tommee Tippee 


Bear encourage eating. Something entirely new in 
a quality baby gift, usable for years. 
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crease didn't just happen. It’s the result of a lot of 
hard work and investment over the years. 

The introduction of Flame Room Instant Coffee was 
launched approximately 60 days ago. Throughout Mc- 
Garvey’s entire market, the acceptance of this product 1s 
overwhelming, which indicates further the overall success 
of Flame Room promotional activities. 


“Coffee-land” contest winners delight 


in prize trip to Brazil, West Indies 

Two relaxed essay contest winners arrived in New Orleans 
recently with nothing but praise for the people they met 
on their free trip to Brazil and the West Indies. 

They were Mr. and Mrs. James R. Goodrich, of Stockton, 
Calif., winners of the coffee-land contest conducted last 
April by Nob Hill and Airway Coffees, distributed by the 
Dwight Edwards Co. in Safeway Stores in the United States 
and Canada. 

The Goodrich’s arrived on the Delta Line luxury ship, 
the Del Mar. 

“The nicest thing about our trip was the people we met,” 
exclaimed Mrs. Goodrich, the writer of the winning essay. 

Mrs. Goodrich explained that Latin American persons 
were helpful to the couple throughout their stays in Rio de 
Janeiro, Sao Paulo, and Santos, Brazil. 

“We had a miniature Mardi Gras ball on the way back 
aboard ship, and I was chosen queen,” said Mrs. Good- 
rich. 


Mr. Goodrich, a Stockton radio announcer, said the couple 
had made stops in Minnesota, Washington, D. C., and New 
York before leaving for Brazil. 

They spent several weeks in the Latin American nation. 
On the way back to the United States, the couple visited 
the Dutch West Indies, where they had a ‘‘picnic’’ shopping 
for duty-free foreign goods. 

Harry X. Kelly, president of the Delta Line, welcomed 
the couple to the Crescent City and later, along with other 
company officials, treated the Californians to dinner at 
Antoine’s Restaurant. 
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toward the same premiums. This increases the number of 
premiums which it is possible to earn in a given period and 
stimulates extra coupon saving. 

Co-redemption is well worth thinking about for the 
smaller coffee marketer as well as the large. 

As a matter of fact, this whole business of using premiums 
is well worth thinking about. Without careful thought 
and meticulous planning, no premium promotion can 
function. With thought and planning, the premium tool 
offers a formidable weapon in the arsenal of devices all 
concentrated on one objective—to sell more of your coffee. 
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GMA looking for ways 
to improve coupon 
methods, cut costs 


Paul S. Willis, president of the Groce- 
ry Manufacturers of America, Inc., an- 
nounces that Ray Haun has been em- 
ployed to conduct a GMA study of cou- 
pon promotions 

Mr. Haun was formerly manager of 
the New York sales development de- 
partment of This Hl’eek magazine, and 


FULLY AUTOMATIC 


has conducted a number of studies on 
food distribution. He is well known in 
in both manufacturing and distributing 
circles. 

Basically, the GMA study will be de- 
voted to an exploration of ways and 
means by which couponing methods might 
be improved and the cost of handling 
coupons reduced. In this connection, Mr. 
Haun will seek answers to these three 
major questions : 

1. What can the manufacturer do to 
make it easier and more economical for 
distributors to process his coupons? 

2. What can distributors do to improve 
their methods of handling coupons so as 
to reduce the time and effort involved 
and thus reduce costs? 
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One filling lasts longer 
ideal light for pipes. 


Fully Automatic — Windproof — Precision Built 
Every Light Brings Your Product To Mind! 


Positive Corporate, Product or Trade Mark long life identification . . . 


EMBOSSING or DEBOSSING with or without color filling. 
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INK PRINTING—Soldering of emblems on any kind. 


THE BEST VALUE 


THE BEST PRICED LIGHTER FOR PREMIUMS 
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For full information and prices, contact 
your specialty jobber or write to: 


REGENS LIGHTER CORP. . 580 Fifth Avenue * New York 36, N. Y. 
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makes filling easier... | 
prevents overflow on 
spark wheel and flint. 





3. What can be done by manufacturers 
and distributors cooperatively to minimize 
and possibly eliminate the mis-redemption 
of coupons? 

Mr. Haun has completed his prelimi- 
nary investigations into the overall sub- 
ject of coupon promotions, and is now 
engaged in the fact-finding aspects of the 
study. He is working with both inde- 
pendent and chain distributors, and with 
their national organizations, as well as 
with wholesalers and manufacturers, ac- 
cording to Mr. Willis. 


Four items in Chase & Sanborn 


Coffee premium coupon deal 


Fifty cents worth of coupons to be 
used to buy four other food items have 
been offered by Standard Brands Inc. 
with its pressure packed Chase & San- 
born Coffee. 

The coupons, which limited to two sets 
to a family, entitled buyers to 15 cents 
off on two pounds of Blue Bonnet Marg- 
arine, 15 cents on the next can of Chase 
& Sanborn Coffee, 10 cents on three 
packages of Royal desserts, and ten cents 
on Tenderleaf Tea. 


Demi-tasse cups offered by Schonbrunn 


Six Italian-import demi-tasse cups, 
valued at $10 were offered fer $5 by 
S. A. Schonbrunn & Co., Inc., New York 
City, packers of Medaglia d’Oro coffee. 

Four-color ads were used in the New 
York Times and the New York Daily 
News, and black and white ads in the 
New Yorker. 

A unique feature of the offer was that 
the consumer did not need to purchase 
any coffee. It is the firm’s philosophy 
that the more people who have demi-tasse 
cups, the more people will drink demi- 
tasse coffee. 


Six-cup Silex is premium 


A six-cup Silex coffee maker was of- 
fered as a premium by the Nestle Co., 
Inc., with its Nescafe Instant Coffee. 

Said to be a $2.85 value, the Silex was 
offered for $1.00 and a paper inner seal 
from a jar of Nescafe. 

Nestle supported the drive through 
newspaper coupons and by special mail 
coupons. 


Refrigerator box is 
Associated Food premium 


With the purchase of a pound of Silver 
Spoon or Gold Band Coffee, Associated 
Food Stores Cooperative, Richmond Hills, 
N. Y., gave a plastic refrigerator con- 
tainer. 


Ball-point pen is Folger offer 


A Larido ball-point pen was offered 
by J. A. Folger & Co., San Francisco, for 
25 cents and a can band from Folger’s 
Coffee. 

Ads in Sunday comic sections featured 
the deal. 
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new ways to sell coffee to new people 


By GORGE G. WESTFELDT, JR., President 
Green Coffee Association of New Orleans 


Generally speaking, I should think the coffee industry 
would. be rather worried as to where it stands and where 
it is heading. As we all believe, the consumption of coffee 
in the past year has fallen off considerably. How much 
is difficult to say, but certainly it is enough to make us 
realize that something 
should be done to induce 
more people to drink more 
coffee. 

No doubt soluble coffee 
has had an effect on the 
overall imports of green 
coffee in the United States. 

There are many more people 

drinking solubles than ever 

before, but in a number of 

surveys made, it was found 

that people who drink sol- 

ubles also drink regular cof. 

fee. Solubles have probably helped to make some new 
customer’ for coffee and therefore has benefited the in- 
dustry to that extent, 

Nevertheless, it certainly would seem there is plenty 
of room for solubles as well as regular coffee, especially 
when we know that our population is increasing to the 
tune of 2,000,000 per year. Theoretically, these are all 
new customers. 

It is not just selling the one who drinks coffee the idea 
of drinking another cup or two or three cups, it is a 
question of getting the one who does not drink coffee 
at all, or who drinks another beverage, to drink a cup of 
coffee, and naturally to make him or her like it. 

Surely we should keep after the one who drinks coffee 
new and “advise” him to drink it not only at a coffee 
break. but with all of his meals, along the same lines 
that Coca Cola is advertising today. In addition to that, 
there are many other groups of people who do not 
“believe” in coffee, such as the teen-agers and those who 
keep saying that coffee is harmful to you and keeps you 
awake at night. 

I am not criticizing what we have already done, as the 
Pan-American Coffee Bureau, as well as the National 
Coffee Association, have accomplished a great deal with 
what they have to do it with. However, evidently we 
have not done enough, and if the industry is to survive, 
it looks to me like somewhere along the line we will have 
to do a great deal more. It is true that in the past few 
years we have had some very adverse publicity which has 
hurt the industry considerably, and because of that our 
problem has become much more complex. 
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We must discover new ways to sell cotfee and new 
people to sell it to. 

In going over the program of other industries, you 
find that many of them are tieing up with other products: 
for example, the dairy industry and the beer industry. 
This is not only happening with the name beers, but also 
with the Brewers Foundation and the National Dairy 
Association. 

No matter what advertising you have with food, it 
would be good to see a cup of coffee in that ad. The 
same goes for articles that food editors write, as well as 
radio and television spots. 

In conclusion, it might be said that we are very in- 
adequately prepared at the moment to sell the potential 
demand for coffee in this country, and it would be well 
for all of us, including the growers, exporters, importers 
and roasters, to diagnose our demand problem im- 
mediately. 

Things are certainly not getting any better as time 
goes on. 


Coffee shapes restaurant 
customer’s decision 
on where to eat 


In a study currently being made for The Coffee Brewing 
Institute, Inc., 2,400 restaurant patrons were interviewed 
in New York, Chicago and Los Angeles. 

The most important finding of the entire survey is that 
the public knows good coffee, it is reported in the News 
Bulletin of the National Restaurant Association. It is a 
primary factor in their choice cf eating places. Moreover, 
people can describe in specific terms what they like or do 
not like in the coffee served to them. 

This is the survey being conducted for the Coffee Brew- 
ing Institute by Nejelski and Co. 

In choosing a place to eat, the coffee served ranked ahead 
of many other factors, and was preceded only by cleanliness 
and courteous service. Coffee is most important to these 
persons at breakfast, when they want it flavorful, full- 
bodied and of good strength. 

One-fourth of the persons chosen at random were inter- 
viewed at great length. When asked about the points in 
2 cup of coffee that were important to them, 627 mention- 
ed flavor, 22%, strength, and 11%, aroma. 

These persons were also very definite in describing a 
poor cup of coffee. More than one-third stated that poor 
coffee “has no strength; is weak and watery.” ‘‘Bitter, burnt 
and smokey” were the words used by 2397, and “‘lousy, ter- 
rible and awful” by 16%. 
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yw A “Fact-Reference” Feature 


Some 65 years ago, 
as the Eppens, Smith 
& Wiemann Co., the 
firm used the Wash- 
ington Street building 
at the left. At the 
right is Eppens, 
Smith's present plant, 
a modern seven-story 
building in Long 
Island City. It has 
a railroad siding and, 
on the first floor, a 
six-truck loading plat- 
form. 


100 years of 


This January the Eppens,Smith Co., Inc., New York 
City, packers and wholesalers, initiates a year-long program 
of activities designed to commemorate the achievement of 
a hundred years of service to the American coffee and tea 
industry. In a business noted for longevity and service this 
hundredth birthday represents an outsanding attainment, as a 
long list of blue-chip customers attest. These customers the 
company has supplied from its own sources in coffee and tea 
producing countries, either in bulk, or in packaged blends sold 
under internationally famous cotfce and tea brand names. 

The company will feature throughout 1955 a sales pro- 
gram geared to its centennial year, The program will be 
under the leadership of president Frank Eppens Hodson, 
a descendant of a founder of the present company, vice 
president Hugo F. Nockler, secretary-treasurer E. J, Fletcher 
and directors Victor Hugo, Jr., F. Harry Otto, J. G. Meister, 
Fred Bade and Henry Fischer. 

They will be supported by a sales force noted for out- 
standing loyalty to the company under three generations of 
ownership by members of the Eppens, Smith families. 

The Eppens, Smith tradition began with Thomas Reid, 
who founded the parent company, Globe Mills, as a whole- 
sale coffee roasting business in partnership with a Mr. 
Townsend at 105 Murray Street, New York City. 

Jabez Burns, the great inventor, manufacturer and writer, 
was for a time bookkecper for the Globe Mills, and in 1864 
sold to his former employer the first two of his revolu- 
tionary new roasters to be produced. 

Regarded as the unchallenged leader of the coffee roasting 
business during his lifetime, Thomas Reid had a vigorous 
personality and an original mind. In addition to his en- 
couragement of Mr. Burns from the start, he supported and 
introduced other practices which are influential today. 

For one thing, Thomas Reid was a leader in introducing 
(together with John Arbuckle) the technique of packaged 
coffee, with Osborn’s Old Government Java, one of the 
earliest of the ground package coffecs. 

In 1863, Mr. Reid, who lost his partner, Townsend, 
during the first year of Globe Mills, became associated 
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coffee service 


Eppens, Smith plans 
year-long program 
to mark centennial 
in coffee and tea 


Frank Eppens Hodson 


with John F. Pupke on Washington Street under the name 
of Pupke and Reid. In 1883 a co-partnership was founded 
by Frederick P. Eppens and Leonard B. Smith under the 
name, Eppens, Smith Co., with Mr. Pupke and Mr. Reid 
as special partners. In 1885 it became the Eppens, Smith 
and Wiemann Co., and in 1890, the Eppens, Smith Co., Inc. 

During the decade of the Globe Mills, Mr. Reid, as a 
leader of the half-dozen or so wholesale coffee roasters 
then on Manhattan island, concentrated on roasting for 
the trade. 

Despite his innovations in the packaging field in the 
1860's, the firms which succeeded the original Globe Mills, 
remained in the business of roasting bulk cotfee until the 
1920's, when, under the present name, the company in- 
stalled a carton packing machine for coffee and a machine 
for packing tea in one-half pound cartons. 

That year Eppens, Smith went into the tea market. 
Under the guidance of H. F. Nockler, who joined the com- 
pany in 1925 as tea manager and later became president, 
and who today is one of the best known men in the tea 
industry, Eppens, Smith made rapid strides in tea packag- 
ing and was among the first to use the present ‘'Tasteless” 
tea bag paper for packaging individual portions of the 
beverage. 

Today the company is equipped to provide complete 

(Continued on page 138) 
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price fluctuations 
and the cyclical shortage of coffee 





By RAUL DE ARAUJO DIEDERICHSEN, President 


Any comprehensive analysis of the manytold problems 
presented by the coffee industry must give paramount con- 
sideration to the vital role coffee prices play in the normal 
development of the industry itself, as well as in the econ- 
omies of producing and consuming countries alike. Actual- 
ly, the economic welibeing of the great majority of countries 
below Rio Grande depends on the price level for coffee. 

In 1953, coffee sales represented 43.7 per cent of the total 
exports of 14 Latin American countries. For Colombia it 
represented last year, 95.3 per cent of her exports; for 
El Salvador 85.5 per cent; for Guatemala 76.7 per cent, and 
for Brazil 67.7 per cent. These figures shew that the capa- 
city of these countries to import from the dollar area de- 
pends directly on the price at which coffee is sold abroad. 

Consuming countries, with the United States in the fore- 
front, showed unequivocally the importance they, too, give 
to coffee prices from the manner in which they reacted to 
recent advances in the market. 

The problem of prices should thus be handled with a 
deep understanding of its effects on producers and con- 
sumers alike, in order to avoid the recurrence of unjust 
levels for the commodity, with serious inconveniences to 
the industry as a whole and ill will among friendly nations. 

One of the aspects of this all-important problem of coffec 
prices which seems to be inadequately understood by con- 
suming countries is the fact that, contrary to other agri- 
cultural enterprises, coffee cultivation doesn’t offer ready 
conditions for a sudden reduction in production costs. 
Coffee is a crop not adaptable to mechanization, and one 
where labor costs account for a very high percentage of 
total expenditures. 

For instance, a family of laborers with small children, 
working all year round, could tend to 3,000 coffee trees, 
beside a small acreage of grains for their own use. If the 
land is new and fertile, that number of trees could yield 
60 bags of coffee. On the other hand, if the plantation is 
old, the yield could easily fall to 15 bags. Such an old 
plantation requires greater expenses with fertilizers, new 
plantings, work against erosion, etc. 

Coffee cannot be sold at low prices without greatly re- 
ducing buying power in the producing countries. If prices 
should fall below certain levels, instead of leading to in- 
creased production at lower costs, this will curtail planting 
and bring about a situation of diminishing production. This 
is exactly what happened after 1929. From an average price 
of 21.80 cents per pound in 1928 and 1929, Santos 4 fell 
to 8.37 cents in 1931 and was at very low levels for many 
years thereafter. It was only* in 1947 that prices again 
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reached levels similar to those of 1928 and 1929. In those 
days, however, the general price level in the United States 
had risen some 1.5 times above that of 1928-29. Only in 
1950, when coffee prices rose to 49.55 cents, did the price 
level again show the same exchange value as in 1928-29. 

Thus, coffee producers for more than two decades suffered 
the effects of ruinously low prices. The result of this situ- 
ation was that coffee plantations were abondoncd and pro- 
duction fell sharply. From an average world exportable 
production of 37,000,000 bags, from which some 10,000,000 
were annual surpluses stored up mainly in Brazil, producing 
countries gradually began to harvest smaller crops, to the 
point where production was lower than consumption, and 
this deficit in turn created the necessity of using up the sur- 
pluses to meet the increasing demand. 

Naturally, in such conditions prices eventually returned 
to satisfactory levels for the producers. This fact took place 
towards the end of 1949, when Brazil sold the last remaining 
stocks of the old DNC. 

Obviously, with better prices coffee cultivation expanded, 
so much so that now we can safely say that there is no 
longer any fear of coffee shortages, as these new plantings 
are large enough to guaranty an ample supply for the con- 
suming needs of the world. 

Meanwhile, towards the middle of 1953 frost struck in 
Sao Paulo and Northern Parana. From a monthly average 
price of 56 cents for Santos 4’s in the New York spot 
market during the first part of 1953, this price went up 
to 58 cents after August, and by April, 1954, it had reached 
the highest level, 95 cents. 

Those high prices, however, didn't last long. After a 
few months, when farmers were about ready to sell their 
new crops, world prices receded sharply, forcing Brazil to 
alter its exchange in order to maintain its minimum prices 
in local currency. 

There is nothing more harmful to producing countrics 
than this uncertainty abou: prices and its accompanying 
sharp fluctuations, with sudden highs and lows. The econom: 
structure of producing countries is seriously shaken by such 
fluctuations, which I dare say are equally harmful to consum- 
ing nations, for they, too, will be made to feel eventually the 
cyclical shortage of coffee in terms of recurrent high prices 
for the product. 

If we must deal intelligently with the problems of the 
coffee industry, we have then to face the inescapable fact 
that this question of prices is of vital importance to both 
producing and importing nations, and in last ins‘ance, to 
consumers themselves. 
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coffee in crisis 


By HORACIO CINTRA-LEITE, United States Representative 


It is no secret to anyone familiar with coffee economics 
that 1954 has been a year of crisis for the coffee industry. 
Beginning with the devastating Brazilian frost which 
destroyed approximately one-fifth of the coffee crop and 
80 per cent of the young trees planted in 1950—and so 
touched off a chain reaction 
of scarcities, high prices, and 
public ill-will—it has been 
a year of problems for coffee 
men everywhere. 

As supplies dwindled, 
prices rose and profit mar- 
gins shrank. And as prices 
climbed, the public’s hue 
and cry about “coffee pro- 
fiteering” became more and 
more insistent, less and less 
logical. 

Recent increases in the 
supply of coffee—with the consequent decline in prices— 
have alleviated some of the industry's most pressing 
problems. Unfortunately, however, many of the factors 
which caused the recent coffee crisis are still in existence. 
As long as the forces capable of producing the recent 
crisis continue to be present, just so long will there be 
the possibility of trouble for the industry. 

Now, what are these factors? While it is true that 
the supply-demand imbalance is no longer as critical as 
it has been, there is still no certainty that the supply of 
coffee in the years ahead will greatly exceed demand. Con- 
sumption is increasing steadily throughout the world. On 
the surface, of course, this looms as a bright prospect for 
the industry—unless demand again reaches a point where 
it far outstrips supply. This could mean further price 
increases—-and loss of goodwili for the industry. 

During the last 20 years consumption of coffee in the 
United States alone has nearly doubled. There is no 
sign that this trend has run its course. On the contrary, 
estimates of population growth indicate that there will 
be as many as 154,000,900 coffee drinkers in this country 
by the year 1975. 

Meanwhile, per capita consumption is increasing. 
Twenty years ago it stood at 12 pounds per year. Follow- 
ing the war, per-person consumption rose to more than 
17 pounds. In my opinion, it will continue to rise. All 
of which, of course, puts an added drain on coffee supplies. 

I do not anticipate any prospect of a serious excess of 
demand over supply in the foreseeable future. However, 
we must not be blind to such a possibility. 

Coffee growers in many regions of Latin America al- 
ready face serious production problems, Tree yields in 
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many areas have declined greatly from the high peaks of 
the 1930's, for example. 

Twenty years ago, in Brazil, it was not uncommon for a 
tree to produce as much as six and a half pounds of coffee 
annually. Today, in Sao Paulo, the world’s leading coffee- 
producing state, recent production has run to approximate- 
ly one pound per tree annually. 

In addition, growers have been harassed by rising costs, 
frost, and insect infestations. Also, virgin land suitable 
for growing coffee is no longer as plentiful in Brazil 
as it once was. In the past it was often casier and less 
expensive to plant new lands than to try to revive old 
Today, in many regions, coffee must be grown on 
And prices for new land have 


ones. 
old, often depleted land. 
soared. 

Rising costs of labor and transportation are two ad- 
ditional factors of great importance to the future of 
coffee in Brazil. Not only is there a scarcity of rural 
workers in some zones—because of their steady migration 
to urban areas in search of higher paying jobs in industry- 
this is also a lack of extensive rail transport facilities 
in many areas. In some regions all coffee shipments must 
still be made by truck, since no rail facilities exist. The 
significance in this is that truck costs are approximately 
double those by rail. 

These are some of the factors which contributed to the 
rising price spiral in the past, and which generated so 
much resentment toward the coffee industry in the minds 
of the American people. The result, of course, was a 
flood of anti-coffee publicity, loose talk about coffee 
“profiteeriag,” threats of coffee boycotts, etc. 

Another result—if only a temporary one—was a decline 
in the consumption of coffee, a development which was 
followed immediately by intensified promotional activity 
on the part of competitive beverages. 

The wave of anti-coffee publicity gave these bevarages 
an excellent opportunity to consolidate their position, and 
to capitalize on a suddenly very attractive price advantage. 

What is the coffee industry doing to solve its problems, 
to maintain a supply-demand balance, to gain goodwill, 
and to meet the heightened competi,ion from other 
beverages ? 

On the production front, many efforts are underway. 
For instance, Latin American agronomists are engaged in 
constant research in an attempt to develop improved coffee 
tree stocks. Several strains of higher yielding trees have 
already been developed. 

There has not as yet been a great deal of planting of 
these new stocks, chiefly because there is still not an 
abundance of seed available. Meanwhile, however, new 
plantings of present strains are going on constantly. 

(Continued on page 95) 
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Greetings and best wishes to the 
members and guests of the National 
Coffee Association for a most suc- 


cessful convention at Boca Raton. 
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coffee traders and speculation 


By MARCELINO MARTINS FILHO, President 
Centro do Comercio de Café de Rio de Janeiro 


It has often been said that coffee is an outstanding com- 
modity. Together with spices, it was a factor in the birth 
and development of modern civilization. In fact, it was 
the search for spices after the Turks disrupted the overland 
trade route between the East and West, with the seizure of 
Constantinople at the close of the Middle Ages, that led 
Portuguese navigators and explorers to sail unknown seas 
around Africa to reach India and bring back to European 
markets the long lost spice trade. It was, of course, in this 
process of finding a maritime route to India and the Fast 
that America was Also discovered. 

In the course of time, coffee made its appearance in the 
courts of Europe and soon became the favorite beverage 
among its people, with the opening of “coffee houses.” As 
its consumption spread, coffee played an even greater role 
in the social and political life of European peoples, before 
coming to America. 

It is no wonder that a commodity with such a background 
should bring to life a trade so complex that its members 
have to have special qualifications. A coffee trader must 
understand the intricacies of crop reporting, be familiar 
with producing areas, and know the different growths from 
each of those areas. He also must know world markets, 
as well as statistical data bearing on consumption and pro- 
duction trends. 

On the top of this, the coffee trader still has to know 
what exchange rates prevail both in producing and import- 
ing nations and should know also a myriad of rules and 
regulations affecting the flow and movement of coffee at 
the origin, as well as in most of the consuming countries. 

This sort of knowledge passes from father to son and 
makes for the reputation of the coffee trader across the 
oceans. It is on such a reputation that the coffee grower 
himself relies on whenever he entrusts his crops, and with 
them his own standard of living, to the coffee trader abroad. 

Coffee exporters in producing countries, as well as coffee 
importers in consuming countries, share with the producers 
themselves the same interest in the stability of the market. 
Coffee, for all of them, is not a commodity to exploit tem- 
porarily for quick profits, but a livelihood, as it was before 
them with their fathers and grandfathers. 

Since coffee is a commodity of great international im- 
portance and its production cannot be regulated in the 
same manner as industrial products, coffee prices have to 
fluctuate, following supply and demand situations. Un- 
fortunately, in such situations speculators appear in the 
market place, foreign to the coffee commodity and with an 
aim of quick profits only. 

Obviously these speculators do not represent the coffec 
trade. On the contrary, the trade only resents such in- 
vasions, which often leave the market in a state of utter 
confusion. 
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The real coffee trader is a friend of the producer as well 
as of the consumer. He is the link between farmers and 
consumers, and from this function derives his honest profit. 
The coffee trader is not responsible for sudden price fluctu- 
ations; rather he is the stabilizing influence which the market 
place needs at all times. 


coffee in crisis 
(Continued from page 91) 





More than 500,000,000 new trees have been planted in 
Brazil since 1949. 

Millions of dollars are being spent for new plantings, 
for research, for measures to revitalize old lands, and to 
combat frost, erosion, and insect pests. Brazil has spent 
approximately $1,000,000.000 on projects like these in 
the past few years, 

Revitalizing old lands in my country entails extensive 
fertilization and irrigation, both extremely costly opera- 
tions. Fertilization is essential to revitalize old, worn-out 
lands. Irrigation is necessary to combat periodic droughts. 
Because coffee cultivation requires vast acreages, irriga- 
tion is expensive. The Agronomic Institute at Campinas 
in the state of Sao Paulo, has put this cost as high as 25 
cents a tree per year. Despite the high cost, however, 
irrigation of Brazilian coffee farms is gradually increasing. 

Little can be done about frost, unfortunately, except 
to plant trees in warmer zones. The difficulty is that vir- 
gin coffee land is not limitless, and in some areas farmers 
have had to move on to somewhat higher, cooler land— 
where frost is an annual threat. 

Insect infestations—the worst of which concerns the 
broca, or coffee bean-borer—are being combatted by great- 
er use of insecticides, which are both hand-and-plane- 
sprayed. Plane-spraying, incidentally, is now much 
more common than ever before. 

To meet the challenge of competitive beverages, it is 
important for the coffee industry to intensify its promo- 
tional efforts on all fronts. For example, the Pan-Ameri- 
can Coffee Bureau supports the Coffee Brewing Institute, 
which is emphasizing programs for the widest possible 
dissemination of proper brewing instructions for con- 
sumers and eating places. Because a proper brew re- 
quires more coffee than is customarily used, this would, 
of course, mean greater consumption. 

We are also taking steps to extend the coffee break 
habit in business and industry, in hospitals and other 
institutions, and in the home. The Pan-American Coffee 
Bureau is also actively promoting the coffee break. 

The Bureau, and other segments of the industry, is also 

(Continued on page 139) 
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prices 
and crises 


This article is an excerpt from “Prices and Crises”, a 
chapter in Brown Gold: The Amazing Story of Coffee. b) 
Andres Uribe. U.S. representative of the National Federa- 
‘zon of Coffee Growers of Colombia. 

The 256-page book is being published in January by 
Random House, at $5.00. 


In a market dominated by supply and demand, the 
only solution to the consumer crisis is a superabundance 
of coffee. Merely attaining a so-called balance between 
production and consumption will not change the charac- 
ter of the seller-dominated market. Each and every 
prank of nature would result in crises of the 1953 or 
1949 variety. 

The world needs more coffee today and has needed 
larger quantities since 1946. During the seven postwar 
years from 1946 through 1952, the exportable production 
of the world’s coffee producers averaged 28,900,000 bags. 
This was a decline of 23.3 per cent from prewar harvests. 

Throughout this interval, the world’s imports averaged 
30,700,000 bags, an increase of 15.8 percent over the pre- 
war figure. This represents an annual deficit of 1,700,- 
000 bags, which until 1949 was made up from Brazil's 
reserves. From then on, consumption of coffee has de- 
pended on the harvests. 

Meanwhile, through 1953, momentous events had taken 
place in the world industry. The underproduction phase 
of the cycle had run full course in Brazil and the “mild” 
countries. Millions of new trees had been planted. By 
1953 the world’s exportable production had reached 32,- 
300,000 bags. Consumption stood at 33,200,000, leaving 
2 deficit of less than 900,000 bags. 

But the world’s market had changed also. Imports 
into the United States before the war averaged about 12,- 
900,000 bags. For the seven years following World 
War II it increased nearly 57.4 percent to 20,300,000 
bags. This huge figure represents nearly 63 percent of 
the entire world’s export production. ; 

The flow of coffee to the United States began to en- 
counter obstacles it had not met since 1939. Western 
European countries, particularly Germany, Holland, Bel- 
gium and Scandinavia, increased importations from 5,- 
100.000 bags in 1946 to over 10,100,000 in 1953. This 


By ANDRES URIBE C. 


Get a copy—if you want a basic understanding of where 
the coffee industry is today, and where it is heading. 


Brown Gold will help you get perspective. help you see 
what the industry has done—and has failed to do—down 
through the years. And perhaps what it should do today. 


occurred despite an acute shortage of dollars and assort- 
ment of taxes and tariffs which made coffee retail through- 
out Europe around $1.70 a pound. 

While consumption within the United States has re- 
mained more or less static since 1949, the producing 
countries can easily market their increased production in 
Europe during the next decade. As Europe provides 
more products for the coffee nations to import, American 
coffee drinkers will find additional competition for 
supplies of scarce coffee. 

While Europe has yet to equal the prewar level of 
coffee imports, the higher standard of living emerging 
in the countries of western Europe indicates a potential 
annual consumption of 13,000,000 to 15,000,000 bags 
within the next decade. 

An objective analysis of the future of the world coffee 
industry seems to indicate that, barring a price-shattering, 
world-wide depression, the consumer crisis could domin- 
ate coffee commerce for the next few years. To satisfy 
the coffee needs of the growing population of the United 
States alone by 1970, when the nations is expected to 
number 180,000000 people, will require roughly 15 
percent more coffee than the world produces today. 
This figure rises to nearly 30 percent if the rest of 
the world is included, as, indeed, it must be. 

While it is extremely difficult to prophesy about world 
coffee consumption on much more than a year-to-year basis, 
planting information makes it possible to estimate potential 
world exportable production as far as five years ahead. 
Planting always increases during the shortage phase of 
coffee’s cycle. The crisis of the 1950's did not change this 
historic habit. Most producing countrics have reported 
planting activity since late 1949. 

Statistics from coffee-growing areas indicate that, if the 
crops are not affected by adverse climatic factors and prices 
remain profitable, nearly 42,500,000 bags of coffee could 


Copyright, 1954, by Andres Uribe C. 
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head for market by 1959. Brazil is expected to produce 
about 21,000,000 bags of this crop while Colombia should 
produce some 7,000,000 bags. Collectively, the other Latin 
American countries could also harvest about 7,000,000 bags. 
Africa and Asia will probably produce the remaining 7,500,- 
000 bags. 

Trade experts feel that if all the factors affecting con- 
sumption remain static until 1959, world consumption will 
approach 38,000,000 bags. The United States will import 
about 23,000,000 bags while Europe will use 12,000,000 
and the remaining consuming countries will import 3,000,- 
000 bags. 

According to these calculations, there will be an over- 
production of some 4,500,000 bags in 1959. Of course, the 
presumption that the consumption factors will not change is 
fraught with risk. Any slight decrease in coffee's retail 
price in the United States, for instance, would increase con- 
sumption considerably. A rapid improvement in the stand- 
ard of living of western Europe would also be reflected 
in increased demands. 

The possibility that the Soviet Union might some day 
become a nation of coffee consumers must be considered, al- 
though Russians have been tea drinkers for several hundred 
years. The eastern European countries consumed substan- 
tial quantities of coffee before their absorption into the 
Soviet orbit. Throughout 1953, there were indications 
that some of this trade might be resumed as Poland, Czech- 
oslovakia, Rumania and East Germany stepped up coffee 
imports. 

One of Europe's most lavish coffee houses was permitted 
to reopen in Budapest. For more than fifty years the Café 
New York was a rendezvous of Hungary's aristocrats and 
commoners and _ actresses, painters, poets and diplomats 
met there to gossip over coffee. 

Heavily damaged by bombing in World War II, the 
coffee house was reopened as the Café Hungaria after an 
expenditure for repairs of over $100,000. It can be as- 
sumed the Café Hungaria was reopened for purposes more 
important than serving coffee. Possibly it augurs the lessen- 
ing of restrictions on the sale of nonessential consumer 
goods. If this is true, it follows that coffee importations 
may be permitted on a scale approaching that of prewar 
years. 

As long as there is merely a balance between production 
and consumption the question of when enough coffee is 
being produced to satisfy consumer demands is almost un- 





Remedies for coffee’s shortcomings 


In the past two decades both producers and processors 
have attempted to remedy the industry's shortcomings. 
Their efforts have not been particularly successful. Each 
part of the coffee industry remains overmuch concerned 
with the welfare of only its particular area of operation. 
Likewise, the economists concerned with commodity com- 
merce have not yet to perfect a policy which permits a 
farmer to enjoy a satisfactory profit from maximum pro- 
duction and, at the same time, permits the consumer to 
purchase the product at a reasonable price. 

—Andres Uribe in Brown Gold: The Amazing Story of 


Efficiency in coffee industry 


To understand the reasons for coffee price fluctuations 
requires an analysis of the entire industry, which, despite 
three centuries of experience, can hardly be described as 
efficient. On the other hand, the tea industry, despite its 
share of booms and slumps. is considered a safe and 
stable business. Shares in tea-planting companies are 
considered safe, long-term investments, while coffee farm- 
ing remains highly speculative. 

—Andres Uribe in Brown Gold: The Amazimg Story of 
Coffee. 
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answerable. For the past hundred years, cotfee has usually 
been the masses’ lowest priced beverage. Until 1953-54, 
coffee’s selling price had not played an important role, one 
way or the other, in affecting consumption, 

However, in mid-summer of 1954 the marketing trade 
began to examine coffee's selling prices as the slowness of 
coffee movement from Brazil and unsaleable supplies on 
grocery shelves indicated an approaching period of difficult 
marketing. The startling increases in retail prices—by mid- 
summer of 1954 roasted coffee sold for as much as $1.40 
a pound—had influenced consumer demand to the point 
where the marketing trade reported sales decreased by as 
much as 10 to 12 per cent. Naturally, the lowered con- 
sumption across the nation changed the shortage picture. 
There was rot enough coffee if the product could be bought 
for, say, below $1.00 a pound; there was over-production 
with consumption based on $1.40 a pound supplies. 

But the price problem was taken out of the hands of 
the trade on August 15th when the Brazilian Government 
increased the coffee farmer's cruzeiro payment from the 
dollars gained by coffee’s sale abroad. This step, in effect 
devaluation, permitted coffee’s selling price to drop  sub- 
stantially without lessening the Brazilian farmer's cruzeiro 
income. 

The change in policy caught the coffee world by com- 
plete surprise. A few hours after the news reached the 
world’s trading centers, a full blown price panic got under 
way. Future prices fluctuated widly while the economic 
damage to processors, traders, producing countries and, in 
particular, to Brazil reached tens of millions of dollars be- 
fore the panic ended and prices began to rise again. 

While a superficial examination of the daily price fluctu- 
ations seemed to indicate that the consumer crisis had ended, 
important members of the coffee trade warned there was no 
basic change in coffee’s statistical position to justify the 
sweeping price revisions. 

As a concomitant of increased production, the coffee trade 
needs to end the cycles of boom-and-depression which have 
dominated the industry While the allure of high prices 
from low production has been offset by lowered income 
amidst golden abundance, the continued tyranny of over- 
production and underproduction is, at the very least, ana- 
chronistic. 

The solution to the world’s coffee problems awaits the 
formation of an international organization composed of 
trade representatives of the leading coffee exporting and 
importing countries. Such an onganization could function 

(Continued on page 139) 
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recent coffee trends in Colombia 


By RALPH P. BALZAC, Balzac Bros. & Co., Inc. 


At this writing we are enjoying normal, wonderful, crisp 
October days, in contrast to the heavy muggy atmosphere 
that preceded the arrival in these parts of hurricane "Hazel." 
There is reason to hope and believe that hurricane “Cruzeiro” 
has equally cleared the air in the coffee business, and that 
after its devastation we are commencing to enter a more 
constructive period in the market, achieving for a fore- 
seeable future a relative degree of stability. 

The cruzeiro deadlock had created a fringe bonanza in 
other coffees, including even Africans. Its sudden drastic 
reform caused an impasse in Colombian coffee, with the 
Federation in that country stepping in to try to ease the 
transition for the planters, and for the exporters and dealers 
who might have been caught with stocks on hand. It is a 
likely supposition that such stocks on hand at the time were 
not in most cases large, inasmuch as the country was just 
then in the lightest picking period of the year: between the 
main crops. That being the case, the adjustment to the 
new conditions should go along mostly all around, without 
too painful lasting consequences. 

The extent of the business paralysis can be judged from 
the fact that coffee export registries during the month of 
September totaled only $8,500,000. For the same period 
import registries were reported as amounting to $60,000.- 
000. For the week of October 10th to 16th, exports were the 
lowest recorded in many years, only 14,823 bags, and under 
10,000 bags to the United States. It is well to note, how- 


A pallet load of cof- 
fee being discharged 
from the Grancolom- 
biana motorship Cui- 
dad de Medellin. Pic- 
ture courtesy ‘Via 
Port of New York". 
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ever, that registries this year to September 20th totaled 
4,204,000 bags, with a declared value of $407,000,000, 
against 4,671,000 bags for the same period last year, with a 
value of $307,000,000. The gold and dollar reserve of the 
Central Bank is substantial, and apparently will be protected, 
if necessary, by restriction on imports. The coming crop, 
first of the two annual crops, is being estimated at sore 
2,500,000 bags. 

The retarding of business in Colombians for the present 
has come about because of the peculiar manner in which 
foreign exchange for coffee is regulated in that cvuntry. 
Contrary to Brazil, Colombia has only one dollar exchange 
for export coffee, namely 2.385 pesos for one U. §, dollar. 
This rate was to have equaled 2.50 (the official exchange) 
by a judicious system of very gradual monthly raises, but 
it was frozen when it reached 2.4845, in order to curb in- 
flationary trends, in which purpose, by the way, Colombia 
has been comparatively successful. The exporter cannot 
ship without surrendering the dollar value of his sale. He 
receives in exchange 2.38 odd pesos per dollar. But there 
is also a minimum dollar reimbursement price, which is 
fixed, and does not allow for price fluctuations in che world 
markets. That means that for every bag of coffee that leaves 
the country a fixed number of dollars must come in, no 
matter at what price coffee is selling. 

When the disparity between the two figures is wide, 

(Continued on page 137) 
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the road ahead for coffee 


By DR. ARTURO MORALES FLORES, General Manager 
Federacion Cafetalera Centro America Mexico-El Caribe 


Coffee is one of the industries which gives the most work 
and headaches. 

If we stop for a moment to watch all the other industrial 
and agricultural activities there are, we shall see that in all 
of them there exists a more or less longish period of equili- 
brium between the supply 
and demand, a time which 
can be fully occupied in 
studying what has happened 
in the past and mainly what 
the future will bring. 

But the coffee industry does 
not have a rest period. We 
are constantly worrying 
whether the supply will be 
much less than the demand, 
or vice versa. 

It is only a year ago that 
coffee roasters and operators 
were yelling for more coffee and urging that more should 
be planted, giving us a note of optimism by saying that 
during the course of ten years the population of the United 
States of America would increase enough to consume the 
coffee of the new plantations. 

The producing countries, whether because of this data 
or, as ‘we believe, the new price levels, planned their future 
expectations, taking as a base what is happening at the 
present time. 

Brazil went as far as to plant coffee in the gardens of 
houses, and at this hour hasn’t the faintest idea how much 
coffee is sown, in Brazil or in any other producing country. 


As a result of this disorder, a new chaotic situation 15 
taking place, without our knowing how it will end. We do 
not know whether we shall have overproduction in a few 
years, since there are no statistics in relation to the plan- 
tations; or at least the statistics are not being revealed. 

It is a pity that when a situation of equilibrium was be- 
ginning to take shape, this was not made the most of, by 
trying to maintain the situation in the future. According 
to the United States Department of Agriculture, the fore- 
casts insist there will be an abundance of coffee in the years 
to come. It is not known how correct these forecasts of 
the USDA are. If we go by past experiences, they have 
never turned out too exact; even the U. S. Federal Trade 
Commission's investigating group criticised their faulty fore- 
casts. 

In our opinion, the right thing would be for coffee 
roasters and operators and coffee growers to get together 
in a roundtable conference and examine with care the 
following points: 


1. Find out. exactly how much the future consumption. 


of the United States and other areas will increase, in ac- 
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cordance with a reasonable and fair price tor both coffee 
growers and consumers. 

2. How much really should be grown, so that the coffee 
market can keep in equilibrium, or at least, be as close 
as possible to a basis of equilibrium, doing away with over- 
production and shortages of coffee. 

3. Recognize that it is not a good policy to try and de- 
ceive each other, since a very small supply in relation to 
demand brings about bad feelings and resistance from 
consumers, and a bigger supply than the demand brings 
about not only bad feeling and abandonment of coffee 
farms, but starts an economic catastrophe in the coffee 
growing countries of Latin America, to mention only one 
area. 

If these three points were closely studied and their im- 
portance recognized, the coffee market could enjoy relative 
stability in the future. 

Of the three points, there is only one that presents some 
difficulty to judge a priori: what is a “fair price’? This 
is a phrase that has been used ever since in the time of 
the “Fathers of the Church” there was talk about the 
“fair price.” Economists have used this phrase, but have 
not been able to define it correctly. 

Actually, we are always referring to the ‘‘fair price’ or 
an equitable one, but without properly understanding the 
terms, because they comprise mobile. elements. .What is 
fair today may not be so tomorrow, or vice versa. 

In short, we believe that the phrase ‘‘fair price” 
thing dynamic and not static, changing seein tOs cir- 
cumstances. 

Therefore, if today 80 cents per pound is candied a 
“fair price” by the coffee growers, maybe it will not be 
so next year, because if the price. of coffee keeps static 
and the prices of finished industrial and other agricultural 
products go up, 80 cents per pound is an unfair price and 
no longer equitable. 

This can also be the other way round, in that the price 
of 80 cents, considered fair today, in the ccming year 
may be too high because all the other prices have come 
down. 

We think it is still time for this roundtable conference 
to take place and for the points to be studied calmly. All- 
though a little late, it is better late than never. 

It is very dangerous to continue insisting on new plan- 
tations in the coffee growing countries without knowing 
beforehand just what world consumption will be and how 
much is being planted. 

An overproduction of coffee, judging by the chaotic way 
in which the plantings are done, can again ruin the industry, 
not only for the coffee growers of Latin America, but also 
for the coffee industry of the United States of America. 

(Continued on page 137) 
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let’s not walk alone 


By RODOLFO LARA, Oficina del Cafe 


In coffee matters, such problems as those relating to 
coffee culture and production can be treated and solved 
individually by the producing countries within their own 
proper sphere of action. Such activities depend on soil 
fertility, climatic action, producing countries’ latitude and 
many other factors which 
vary not only from one 
country to another, but even 
within the same country, ac- 
cording to the different zones 
of cultivation. In matters 
concerning coffee trade, how- 
ever, independent action is 
harmful. Solidarity and good 
understanding within the pro- 
ducing and coffee consuming 
countries are essential. 

The actual weakening of 
coffee prices is not due, as is 
generally believed, to the recent dispositions of the Brazilian 
government of foreign exchange. These exchange measures 
were the effect, not the cause. The real origin was the fixing 
of a minimum price that docs not correspond to the true 
market situation. This measure was also taken without con- 
sidering whatever present or eventual actions other pro- 
ducing countries would choose to take. 

The foreign exchange measure is nothing but the conse- 
quence of the fixing of this minimum price, carried out 
without a previous study of its possible cffects on the world- 
wide market or even in the domestic-market. 

Brazil could not maintain this minimum price unless under- 
going a suicidal financial cffort, especially when other pro- 
ducing countries, such as Colombia, were selling their coffees 
at lower prices. Because of this difference in prices, the 
decrease in Brazilian coffee sales reached such alarming pro- 
portions that an extreme remedy was imperative. Facing this 
situation, Brazil could either lower the minimum price or 
devaluate the cruzciro. The former choice meant failure 
to carry out the government's pledge to the producers to keep 
the minimum price for a whole year, ending June 30th, 1955. 

Therefore, having no alternative other than to alter the 
cotfee exchange rate, it was decided that 80 per cent of the 
coffee value would be negotiated at the official rate of 23.36 
cruzeiros per dollar, and the remaining 20 per cent sold 
in the free market. At the time of the agreement, the 
rate of free excange was 63 cruzeiros per dollar. 

The facts outlined here are confirmed in the ‘whereas’ 
of the resolution taken by the ‘‘Superintendency of Currency 
and Credit of Brazil,” which reads: “It is necessary to 
adopt, considering the experiences and the world market 
situation, dispositions capable of assuring more favorable 
competitive conditions in the international market, guaran- 
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teeing at the same time a better return for the producers.” 

The Brazilian experience confirms once more the necessity 
of a closer solidarity among the producing countries, and 
of these with the coffee consuming countries, in the de- 
termination and continuance of an_ international coffee 
policy. 

Even under the system originated in the law of supply 
and demand, in a free market, the technique of collective 
defense is necessary. The extreme fluctuations which prices 
reach under this law would mean in certain circumstances 
a menace to the stability of the national economy of the 
coffee producing nations, for whom coffee exports represent 
one of the largest sources of foreign currency. 

In the near future we shall face again an overproduction 
which will bring about the same social and economical evils 
coffee nations have experienced in the past. This will 
also be reflected to a greater or lesser extent in the coffee 
consuming countries, according to the importance of their 
overseas trade, since these countries will see their exports 
to the coffee producing nations diminished noticeably. 

The new coffee plantations on the American continent, 
as well as in the Caribbean Islands, are an important fact 
that should be taken into account in settling a new coffee 
policy. 

It should be borne in mind that African production, ex- 
cluding the years 1948-1949, has increased progressively 
since prewar years. Lastly, but no less disquieting, are the 
new plantations in north Parana, Brazil, and in the south of 
Paraguay. 

Brazil, normally producing almost half the world pro- 
duction, estimated for this year a crop of nearly 20,000,000 
bags. Had it not been for the frost, the balance between 
production and consumption would have already disappear- 
ed this year. 

Furthermore, we should keep in mind that consumption 
is not increasing proportionately to production. The latter 
is always larger than the former, except when production 
diminishes, owing to adverse weather conditions, plagues 
and abandonment of plantations due to a downfall in 
prices. 

We must then engage ourselves in reaching a stabilization 
of prices through an international agreement. The prob- 
lem is a complex one, and its solution hard. But because 
of this we are not going to let ourselves get into the swing 
of a disorderly coffee policy that could only damage the 
parties concerned. 

It would be advisable for the attainment of stabilization 
to summon an international meeting, where would be 
present representatives of coffee producing and consuming 
countries, international banking institutions, as well as the 
United Nation's economic organizations. This assembly 
would study the best way to arrive to an international mutual 
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understanding and to establish, under the auspices and 
financial help of a worldwide banking institution, a sufh- 
cient reserve coffee fund in each of the producing countries. 

This fund would enable regulation of the world market 
whenever prices fall because of chaotic offers or undue 
manipulation, or when it is advisable to stop an inconvenient 
rise in prices. 

Self-evidence of this agreement would be the acceptance 
by the nations concerned of the establishment of production 
quotas, which would be distributed according to the needs 
of consumption. The eventual stabilized price would keep 
a fair relation between the costs of production (producing 
countries’ average cost), and the rate per capita in the coffee 
consuming countries, as a median estimate. 

As preparatory work for this assembly, I should dare 
suggest that the Pan-American Coffee Bureau, together with 
the National Coffee Association, undertake, from now on, 
a joint work to determine costs of production, rates per 
capita, and consumption needs. These two organizations 
would then make suggesticr; to the economic institutions 
of the countries concerned for a scale of prices on green 
and roast coffee that would not endanger the normal de- 
velopment of coffee trade. 


Brazil will stick 
to coffee policies, 
President Cafe says 


Brazil's president, Joao Cafe Filho, has declared that his 
government has no plans to depart from the exchange pre- 
mium policy which “in effect allowed coffee prices on the 
New York market to drop 20 per cent.” 

Admitting that the action (executive order 99) had ad- 
versely affected those who had acquired coffee at former 
prices, he declared there was no reason to fear any new 
devaluation which would cause buyers to withdraw from 
the market or to reduce their stocks. 

“My government has positively and repeatedly denied 
rumors of any plans to depart from its present coffee 
policies,’ he said. “If after these assurances, buyers con- 
tinue to lessen their coffee purchases, we shall in turn be 
necessarily forced to reduce our purchases in their respective 
countries with mutually adverse effects.” 

President Cafe explained that while his government was 
opposed in principle to economic interference, he did be- 
lieve that under a policy of moderate controls, it is perfectly 
legitimate for a government to take steps aimed at correct- 
ing violent variations in a country’s chief products. 

Brazil's president said that present money and credit 
regulations governing coffee exports will not be removed, 
“whatever may be suggestions or rumors to the contrary.” 
He termed this statement a “clear and definite” declaration 
of his government's policy. The aim of that policy has 
been to guarantee exporters a minimum price for their 
coffee in terms of Brazilian cruzeiros, despite a sharp fall 
in the dollar price the coffee brings when sold abroad. 


Brochure tells about NCA 

A four-page illustrated brochure, “Serving Coffee,” has 
been issued by the National Coffee Association. 

The brochure tells about the functions of NCA and its 
committees, and outlines the benefits to be derived from 
membership. 
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whither Honduras coffees? 


By DAVID A. KATTAN 


1954 will go down in history as the year of the “boom 
and bust’ in the coffee trade. 

Whereas the market was firm and everyone throughout 
the coffee world was bullish at the start of the year, now 
the general sentiment secms to be one of despair and of 
bearishness. 

Fortunes were made and 
lost during the past few 
months, both here and in 
the producing countries. 

Insofar as Honduras is 
concerned, the farmer who 
sold his crop after January 
and before the middle of 
April, 1954, probably earn- 
ed the largest profit in his 
life, as prices for unwashed 
coffees rose from 55 cents 
to 82 cents a pound in the 
interior of Honduras. 

By the end of May, the price of Honduras coffees had 
receded considerably, in line with those from other pro- 
ducing countries. However, it was not the general de- 
cline in the prices of other growths that dragged the 
Honduras product down, but rather the failure of Ecua- 
dorian exports to hold their prices at a realistic level. 
From the very beginning of the crop (June), Ecuador 
offers commenced to slide. During a three week period, 
the price of Ecuador extra superiors dropped by nearly 
10 cents a pound. (And all this before the devaluation 
of the Brazilian cruzeiro). It was a most unrealistic drop, 
for other growths had not gone down much during that 
interval. 

By the time Brazil had affected a partial devaluation of 
her cruzeiro (for all intents and purposes, Brazil's action 
amounted to a real devaluation), the extra superiors had 
declined by more than 16 cents a pound. With the 
general price break of August, 16th, 1954, prices of extra 
superiors sank an additional 10 cents a pound. 

Thus, the Honduras unwashed coffees, which at the 
height of the market had reached to 90 cents a pound, ex 
dock New Orleans, and which were selling at about 78 
to 82 cents a pound before the Ecuadorian exporters be- 
gan offering new crop coffees, started to slide along with 
the Ecuadors. 

All attempts by Honduras exporters to hold the price 
line were abandoned. as most roasters and jobbers in this 
country purchased the rapidly declining Ecuadors in pre- 
ference to the higher priced Honduras. 

As Brazil devalued her currency, the Honduras coffees 
followed the decline of other growths, although to a 
much smaller extent, as an attempt was made by the 
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largest exporter in Honduras, through their New Orleans 
office, to narrow the spread between Santos and Paranas 
and Honduras coffees. This attempt proved very success 
ful, until the Vargas suicide sent the general price level 
spinning once more. It was at that time that Honduras 
coffees really hit the skids and sold below the extra su- 
periors for one or two days. 

As the heavily oversold New York futures market re- 
coiled from the effects of the death of Brazilian president, 
Honduras coffees shot up ten cents per pound. As of this 
writing, the spread between extra superior Ecuadors and 
good Honduras unwashed coffees stands at 8 to 10 cents 
a pound in favor of the Honduras product. This spread 
has been maintained mainly because many roasters finally 
realized that most of the Ecuador coffees were highly 
fermented this year, and thus they could not be used in 
blends without deteriorating the quality of same. 

Honduras coffee crop estimates have been reduced three 
years in a row because of heavy rains prior to the harvest- 
ing periods. Recently high winds and rainfall, occasioned 
by a hurricane, caused heavy damage to the coffee crop to 
be harvested in January of 1955, It is estimated that the 
crop will be reduced by more than 50,000 bags, from an 
original estimate of 310,000 bags. After deducting 60,000 
bags for home consumption, the next exportable crop will 
most probably not exceed 200,000 bags. 

The 1954 market rise stimulated new plantings in 
Honduras to a very large degree. Even El! Salvador 
planters have purchased large tracts of land to expand 
production in Honduras, It has been estimated that by 
1955, Honduras will have an exportable crop of 400,000 
quintals. 

If Honduras is to maintain her increased production, 
new markets will have to be found for her product. The 
U.S. will use Honduras coffee in quantity only if prices 
are at a substantial discount below Santos and Paranas, 
and not much higher than Ecuador and Abysinian coffees. 
No doubt, as those two countries increase their production, 
their coffees will depress the Honduras product on the 
world market. 

Fortunately for the Honduras planters, two new enter- 
prises have brightened their hopes for the future. The 
proposed establishment of a soluble coffee plant in El 
Salvador will no doubt be a boon to the Honduras coffee 
industry, for whether this new venture utilizes Salvadors 
or Honduras coffees in their preparation, Honduras coffees 
will move across the border in ever increasing quantities, 
for if Salvador coffees are used in the instant product, 
Honduras coffees will be purchased by roasters in that 
country to take the place of Salvadors going into the solu- 
ble product. However, the greater percentage of the 
Honduras coffees moving into the neighboring country 
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will most probably be used directly in the instant process, 
as Honduras coffees have been used in volume by other 
soluble manufacturers in this country. 

Another significant development for the Honduras cof- 
fee industry has been the establishment of a new coffee 
roasting firm in New Orleans to utilize Honduras coffees. 
This new firm was founded by a Honduras exporting- 
New Orleans importing house solely for the purpose of 
increasing the use of Honduras coffees in the Louisiana 
territory. 

In the rapidly approaching highly competitive period, 
Honduras planters will be able to maintain their favored 
position over Ecuador only if steps are taken to properly 
prepare ALL of their coffees. While Honduras coffees 
have come a long way from the days when they were con- 
sidered in a Victoria class, there is still much that can be 
done to improve the quality of the commodity. 

Honduras coffees are sweet and flavory when properly 
cured. They are definitely not Rioy, with very few 
exceptions. Fermentation is found in them only when 
the crop has been damaged by an act of nature, or in a 
few instances, by poor preparation on the part of the 
planter. However, fermentation is rarely found in the 
Honduras coffees. 

The future of the Honduras coffee industry, as well as 
the future of all of the coffee producing countries, is tied 
to the price of the precious beans on the world markets. 


By better preparing its coffees, Honduras can retain 
its competitive position over similar coffees, and look to 
the future with ever increasing confidence. 


Put new Colombia crop at 6,900,000 bags 

Harvesting of a bumper main crop of coffee in Colom- 
bia is nearing an end in the principal producing areas, 
according to the U.S. Department of Agriculture. Most 
observers still believe that the 1953-54 crop will exceed 
6,900,000 bags, the largest coffee crop on record in 
Colombia. 

The Coffee Federation recently revised its estimate of 
the 1952-53 coffee crop slightly upward and now places 
it at 6,405,031 bags. After making the necessary ad- 
justments in the carryover stocks to 1,629,000 bags, as 
of October Ist, 1953, the total coffee supply for 1953-54 
crop year may now be estimated at 8,529,000 bags. 

In Colombia, a new Cotfee Bank was inaugurated in 
Bogota on June Ist, 1954, with a capital of 50,000,000 
pesos, which will be augmented by the proceeds of the 
export charge on coffee. Although its primary purpose 
is the providing of credit to coffee growers and the coffee 
industry in general, the Coffee Bank is also authorized 
to engage in general banking. 

A total of about ten branches were to be opened 
throughout the coffee-growing area. 
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price trends and 


Venezuela coffee 


By GUSTAVO BRANDT, Executive Director 


Asociacion Venezolana de Cafeteros 


The Asociacion Venezolina de Cafeteros—Venezuela’s 
association of coffee growers—elects two execucive directors, 
and no president, This avangemeni was suggested by the 
author when the by-laws were being drafted. 

Mr. Brandt has worked hard and long for the development 
of hts country's agriculture, especially coffee. He holds the 
Henry Pittier Prize for merit in agriculture, the first time 
this honor was ever awarded. He founded Venezuela's 
Chamber of Agriculture. and has been a pillar of the cof.- 


fee growers association. 


It is logical to expect that with the rise in coffee prices, 
the area under cultivation should expand, coffee substi- 
tutes should appear in greater numbers, and that many 
people should curtail their purchases or even do without 
coffee. 

Every one of these de- 
velopments, either isolated 
or combined, should bring 
about an eventual reduction 
in price. For this reason, I 
always look upon high prices 
with suspicion, for they 
bring with them the germ 
of low prices. 

The recent fall in prices 
is indeed regrettable, for as 
the Finance Minister of Co- 
lombia stated the other day, 
coffee is “the irreplaceable 
medium of payment’ for the producing countries, par- 
ticularly those of Latin America. 

Every year of good prices for coffee has been a year 
of prosperity for Venezuela. In the past years, it was 
estimated that we bought from the United States auto- 
mobiles, trucks and tractors for an amount equal to the 
money received from our coffee sales. On the other 
hand, we know of countries in Latin America which 
cannot import those vehicles for lack of foreign exchange. 
The simple fact that the United States pays us a good 
price for our coffee and cocoa means that its exports of 
industrial goods are thereby greatly stimulated. 

Coffee cultivation covers wide areas in Venezuela. Ac- 
cording to the 1940 census, there were then in this country 
69,855 coffee farms, of which total some 94.26 per cent 
had only 20,000 trecs. The average size of these farms 
was 5-14 hectares. From that date on, many of these 
coffee farms disappeared, and all of them show a smaller 
return than in the past. 

Today very few people believe in forecasts. World 
problems are very complex, and to aid still further the 
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confusion, there is the government intervention aimed at 
protecting their economies. This frequently brings 
great surprises, which invalidate every calculation. This 
has just happened with the Brazilian devaluation, which 
had repercusions all over the world. 

Yet I think the price of coffee shouldn't fall any fur- 
ther, because of the responsibilitics every country has 
regarding economic security for its working people, and 
also because of the desire of these people to improve 
themselves. 

Our country, which in years past had an important 
place among producing countries, has seen its coffee pro- 
duction diminish alarmingly in recent times. Many of 
the coffee plantations are in fact so old that their pro- 
duction has decreased some 70 per cent. On the other 
hand, there are countries which have seen their produc- 
tion increase manyfold during the same period. A case 
in point is Colombia, which some 50 years ago was ex- 
porting less coffee than Venezuela and now takes second 
place after Brazil among the largest producing countries. 

The diminishing production in Venezuela is due to 
the following factors: 

1. The setting up of the industry of hydrocarbons. 
Before this event, our coffee production was slowly in- 
creasing. Although it may seem paradoxical, it is exactly 
in very poor countries that agriculture is decadent. On 
the other hand, in those countries where there is no 
poverty, agriculture is very prosperous, as in Argentina, 
Uruguay and El] Salvador. In the years before the rise 
of the oil industry in Venezuela, the banks as well as 
leading businessmen used to lend money to the coffee 
growers against their crops, with the aim of securing 
exchange from the export of coffee. There was then a 
very active market for this type of exchange, obtained 
from sales of coffee and cocoa abroad. Nowadays it is 
easier for these businessmen to bet foreign exchange 
directly from the Central Bank of Venezuela. 

2. The reduced yield per tree, which has brought 
about a very high cost of production to our farmers. 
Thus, in order to compete in the world markets, our 
high cost product has to be of superior quality. 

3. The abandon and ruin of the great majority of our 
coffee plantations. Due to our small annual production, 
we cannot intervene in the establishment of world prices, 
and we have therefore to submit ourselves to the quo- 
tations of the exchanges where coffee from the large 
producing countries are traded. Since we are not in the 
habit of fixing prices for our coffee, we therefore have 
difficulties in forecasting those prices. 

I am only speaking for myself, because I am not 
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familiar with conditions in other producing countries. 
The coffee industry in Venezuela is not well organized. 

During the last 50 years, not a single plantation has 
come into being! 

A veteran farmer said that in a period of 50 years, 
he had registered losses in 35 of those years and has 
only slight profits in the other 15 years. And_ these 
profits were deducted without taking into account the 
capital invested. 

Our coffee industry necds urgent protection, such as 
that given to it in other producing countries. 

First we need a strong will to do the work at hand, 
and second we have to organize the farmers so as to 
liberate them from the exploitation of local trading 
interests. This, in turn, requires the creation of a bank 
for coffee farmers. 

All these could be attaincd through the National Coffee 
Fund, which was created some years ago by decree of our 
government and failed subsequently due to the lowering 
of coffee prices from the level at which they had been 
fixed in order to bring about this Coffee Fund. 

To conclude, I should like to express the gratitude of 
Venezuelan coffee growers towards the United States 
for the fact that when war came, and the United States 
became the only coffee importer in the world, it had the 
initiative to establish the quota system, thus avoiding 
otherwise inevitable competition among the producing 
countries themselves for their share of the then sole 
remaining market for coffee. Such a measure by the 
United States, which was in itself a practical demonstra- 
tion of the good neighbor policy, actually saved from 
ruin the whole coffee industry. 


African producers get price cushion 

African coffee producers in Uganda are to be cushioned 
against a drop in world prices by a £1,300,000 subsidy 
from the Protectorate’s Coffee Price Assistance Fund, a 
spokesman of the Agricultural Department has announced 
in Nairobi. 

Growers will receive one shilling, 25 cents (East Afri- 
can) per pound for unhulled Robusta coffee under the 
new price range, which came into force when the new 
Uganda coffee buying season started. 

The Uganda Coffee Industry Board has warned growers 
that if the world price falls heavily before the main bulk 
of the crop is harvested, it might be necessary to reduce 
the guaranteed price. 

This would only be done, however, if there was a 
serious fall in overseas prices. 


Coffee delivery service reaches Chile 

With only the capital necessary to buy 12 thermos bottles, 
coffee, sugar and small glasses, two Chilean businessmen 
have launched a new venture in Santiago. It is coffee 
delivery. 

The partners, observing the large crowds gathering in 
coffee shops in the business district, decided to take coffee 
to the customers. Delivered, with container, a cup sells for 
about ten cents. If the business prospers, it will be extended 
throughout the city, with a corps of uniformed messengers. 
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coffee developments in Nicaragua 








By HERBERT A. WHEELOCK, President 
Sociedad Cooperative Anonima de Cafeteros de Nicaragua 


The well-known and respected CoFFEE & TEA INbUs- 
TRIES, so familiar to this continent's coffee planters, has 
asked for my opinion about the coffee situation and _ its 
future. To comply with this request, I must—besides deal- 
ing with the Nicaraguan situation—also refer in general 
to the conditions of the in- 
dustry in the other countries, 
as far as we can appreciate 
them from this viewpoint. 

Nicaragua has joined the 
other coffee producing na- 
tions in their effort to de- 
velop better cultivating me- 
thods and, as a consequence, 
better harvests. This is not 
our initiative alone, but that 
of all coffee-producing coun- 
tries, encouraged by the 
prices attained in the past 
few years, culminating in last year’s increase. 

We realize that it is partly for our own convenience 
that we are striving to obtain larger crops. This increase 
is needed to balance, on the commercial scale and with the 
necessary dollars, the imports into the Latin American coffee- 
producing countries. 

As a result of increased prices, a protest was raised in 
the leading consuming country. This protest was at once 
transformed into a political issue. The housewife, im- 
portant factor in all electrical systems, didn’t like the in- 
crease. Since someone had to be held responsible, the 
blame was laid squarely upon the producing countries, 
on the grounds that they hid their real production and ex- 
aggerated their coffee crop losses, giving as a cause a natural 
phenomenon. 

Generally speaking, I feel that what we have learned 
about production in this period is true. World coffee pro- 
duction during the last few years has been equal to, or 
lower than, consumption—the real cause of higher prices. 
It is possible and even, to a certain extent, logical that the 
knowledge of these facts awakened in the coffee people 
themselves a desire to promote their profits, aided by 
the fear of being left without the grain, and in this way 
they strongly helped, consciously or unconsciously, to raise 
the price. 

Incidentally, although this increase was a reason for 
many to be glad, as stated here, it was also forseen that 
we ourselves were going to lower the price through eventual 
production increases. And on the other hand, the wide- 
spread use of coffee substitutes would also be cause for 
alarm. 

With a wider vision of the future, it would have been 
more desirable to decree a moderate price increase, which 
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would have allowed improvements for farm workers in 
general, as well as betterment of the machinery and plan- 
tations. An increase in this way would not have given oc- 
casion for the disastrous reaction aroused among the North 
American consumers. 

We should not lose sight of the fact that the desire to 
improve the conditions of the workers and raise their 
standards of living leads to ever-increasing production costs. 
Then, too, other types of crops compete for the workers 
and result in higher wages. 

In the last three years, Nicaragua has been able to harvest 
the largest cotton dollar crop in its history and in Central 
America. During the same period, the harvest of these two 
products accounted for 82.5 per cent of total exports, with 
cotton leading this year, with the highest percentage. 

Another aspect that we, the producing countries, take into 
account and which has caused deep resentment, is the 
campaign against coffee, inasmuch as the United States 
is the principal supplier of the goods our countries consume. 
In contrast with this campaign against coffee, we, the 
coffee producing countries, have assumed a resigned and 
understanding attitude with regard to the various price 
increases on U.S. merchandise, sometimes received without 
advance notice. 

We partially explain to ourselves these increases on the 
grounds that encouragement of a higher standard of living 
is necessary even in a country which possesses the highest 
of all. 

In order to produce a hundred pounds of coffee, many 
hard, risky and backbreaking hours of work are needed. 
Here you have the principal reason why coffee must have 
such prices. 

Maybe it is these immoderate price increases and de- 
creases which could afford us the opportunity to reach a com- 
promise for a definite period of time between the producing 
countries and the United States, so a just and guaranteed 
price can be fixed in the face of these alternatives. Natural- 
ly, this agreement would, on the one hand, protect the cof- 
fee planters, who will have both their price and percentage 
of production guaranteed; and as for the United States, it 
would guarantee a uniform quotation, which would permit 
them to maintain their economy unchanged, as far as 
this product is concerned, 

Returning once more to the recent price drop, which ne- 
cessarily affects the buvers’ business, it is certainly regret- 
table that such a sudden and evidently unmotivated price 
drop should be converted into a game of speculation or 
into a reaction to satisfy the needs of U.S. politicians. 

After these experiences, which have deeply aroused 
producers, buyers and consumers, it may be possible to 
reach an undertanding that will bring as a result a price 
line that is more stable and, at the same time, more just. 








ARNOLD, DORR & co, tne. 


105 FRONT STREET, NEW YORK 


Representing 

Shippers of quality 
coffees from all 
producing countries 
sends Best Wishes to 
the NCA Convention 


Cable Address: DORRCAFE 











STANDARD BRANDS sets 
the STANDARD of QUALITY! 


“PRESSURE PACKED” 


— 


Ena 
Chase & Sanbom (- fo 


“sung Pacueo Fon sresne® noe 


— Dome Top” 
= 


he ie 


' Coffee Institute, Mr. 


| capital of the world,” 


the world have issued special stamps. 


COFFEE & TEA INDUSTRIES and The 


| Steps to stabilize coffee 
| production, consumption 
| probed by Rio meeting 


Representatives of coffee producing countries met last 

| month at Rio de Janeiro for the announced purpose of 

“working out a common program for expansion of coffee 
| markets and exchange of scientific and technical data on 
| coffee.” 
| Unofficial reports said the Rio meeting also had as an 
| objective ways of getting assurances of ‘‘reasonable”’ prices 
| for coffee. 
_ Discussed in producer circles earlier was an international 
| agreement to stabilize coffee prices. 

The Rio meeting announced it was recommending the 
_ formation of a committee to look for answers to coffee 
| problems both for producers and consumers. 
| The committee would have on it representatives of the 
| producing countries and their coffee organizations, and 
| also representatives of the U.S. Department of State. 

A recommendation along these lines will be presented 
| to the Economic uikemare of American States, meeting 
| in Rio concurrent with the convention in Boca Raton, Fla.. 
of the National Coffee Association of the U. S. 

The Rio meeting of coffee men also discussed the need 

for promotion in all major consuming countries, it has been 
| reported. 
| Manuel Mejia, general manager of the National Feder- 
| ation of Coffee Growers of Colombia, said the development 
of promotional plans was the principal result of the talks 
in Brazil. 
| Mr. Mejia said he would rcturn to Rio de Janeiro in time 
| to attend the conference of the Organization of American 
States on November 22nd. The president of the Brazilian 
Mejia said, has already announced 


an important consequence of the informal talks. This was 


| the suggestion that the Ministers of Finance attending the 
_ Rio Conference should instruct the Special Commission on 
| Coffee of the Economic and Social Council of the Organi- 
| zation of American States to look for formulas which could 
| bring stability to both the consumption and production of 


coffee. 
“We are searching for a plan that will give consumers 


maximum assurances of adequate supplies of coffec while the 
| producers receive fair prices for their product, 


he said. 
Mr. Mejia will return to Bogota at the end of the week. 


| Stamps honor Sao Paulo 
| on city’s 400th birthday 


The city of Sao Paulo, Brazil, long famous as ‘'the coffee 
this year celebrates its 400th birthday. 
To honor the occasion, the Portugese colonies throughout 
Brazil once was a 
Portuguese colony, and the main language in this South 


| American republic is still Fortuguese. 


Each new stamp bears the same design—a view of Sao 


| Paulo as it looks today and a bust of Father Manoel da 
Nobrega, Portuguese Jesuit priest who helped found the 


city. The dates, 1554-1954, also appear. 
The colonies issuing the stamps are Cape Verde, St. 
| Thomas and Principe, Timor, Portuguese East India, Angola. 


*% Mozambiquc, Macau, and Portuguese Guinea. 
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expanding coffee production 
the Dominican Republic 





By MIGUEL A. BAEZ DIAZ, Secretary of Agriculture 


During recent years, coffee became one of the main factors 
in the prosperity of this country. 

From an annual crop of some 27,200 tons in 1930, coffee 
production increased gradually until it reaches today more 
than 73,600 tons. Similarly, exports which were in 1930 
only 9,700 tons had increased by 1953 to 48,504 tons. 

The income from coffee exports represents today 23.6 per 
cent of the total sales abroad. That is, for each 100 pesos 
of exports, coffee contributes with 23.60 pesos, as far as 
the year of 1953 is concerned. 

In view of the important role coffee plays in the economy 
of the Dominican Republic, the Department of Agriculture 
is Carrying out an intensive campaign to expand coffee pro- 
duction and improve its quality by means of new scientific 
methods. This vast project was undertaken under the in- 
spiration of Generalisimo Doctor Rafael Leonidas Trujillo 
Molina. and has been continued by his successor, the presi- 
dent of the Republic, General Hector B, Trujillo Molina. 

This campaign for greater coffee production was well 
timed, in view of the fact that coffee demand has been 
surpassing supply since the end of World War HH. For 
instance, the average price per ton of coffee exported by 
the Dominican Republic in 1938 was RD $123.82 whereas 
in 1953 that price had risen to RD $1,115. This represents 
an increase of RD $991.18 per ton in the export price of 
coffee during the last decade. 

Since world demand for coffee is likely to remain high 
and even register further gains in coming years, the cam- 
paign by our government for greater coffee production will 
benefit from these .favorable conditions. 

According to the 1950 ccnsus, the area under cultivation 
1s 172.531 acres of excellent land capable of the highest 
yield per tree. 

This high prosperity of our coffee industry began back 
in 1930 and since then new methods of cultivation and 
crop improvement have taken place. 

Coffee came to the Dominican Republic some 178 years 
ago. It went through several stages of neglect, due to 
political as well as economic reasons, but mainly because of 
the state of abandon in which our agriculture found itself 
before 1930. 

With the advent in that year of the new regime of 
Generalisimo Doctor Rafael Leonidas Trujillo Molina, the 
situation changed radically. Our coffee production in- 
creased notably as a result of his administration, good 
weather, and absence of diseases which cut into production, 
and the experience gained through many years of coffee 
cultivation. 

This procperity of our coffee industry, which has im- 
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proved considerably the standard of living of people, shows 
the enormous progress of the Dominican Republic since 
the advent of power of Generalisimo Doctor Rafael Leoni- 
das Trujillo Molina. 


Colombia curbs imports to meet 
incomes losses from coffee decline 

Colembia has announced import restrictions to counter- 
balance the loss of income caused by lower coffee prices. 
The government said imports of merchandise deemed non- 
essential would be sharply curtailed and more heavily taxed. 

The Finance Ministry said a readjustment toward ‘‘econ- 
omic equilibrium” would be made gradually as circum- 
stances dictate, but monetary devaluation was not being 
considered. 

The meaning of a drop in coffee export prices to Colombia 
in terms of imported goods was explained by Jorge Mejia 
Palacio, president of the National Coffee Export Association, 
as follows: 

“A one-cent per pound drop in the price of coffee rcp- 
rescnts a loss of at least $8,000,000 annually. For the 
United States, it means that it cannot sell us 500 auto- 
mobiles.” 


Coffee saves airliner 

Coffee—and tomato juice—prevented what might have 
been a serious accident to an Eastern Airlines plane at the 
Municipal Airport in Birmingham. 

A Constellation, bound from New York to New Orleans, 
was not scheduled to stop there. But hydraulic fluid leaked 
from the landing gear and crew members decided to bring 
it down and transfer the 35 passengers to another plane. 

Fluid was needed to replace that lost. The only fluid 
available was the coffee and tomato juice to be served to 
passengers. It was pumped, instead, into the hydraulic 
system. 

Finally the nose whecl was forced down by a hand pump 
and the big ship landed safely. 


Coffee a la Liberace? 

The latest gimmick of an Ohio market chain is coffee a la 
Liberace, reports the National Coffee Association's Week!) 
Letter. 

There will no doubt be a rush for entry blanks, as this 
coffee promotion is centered around a “Why I would like. 
to have coffee with Liberace . . . (in 50 words) . . .”” con- 
test. 

Fifty happy women will be entertained by the piano- 
playing TV idol at a special party. 
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By H. O. WHELPTON, Editor 


When the editor of COFFEE & TEA INDUSTRIES wrote to 
us suggesting this article for your magazine, he began his 
letter with the forthright observation that “this has been an 
eventful year for coffee’. 

He is certainly right. 

Where the U.K. is concerned, moreover, events are still 
moving, and indeed the major event of our year is still to 
come. 

Observers of the coffee world will already know our 
position regarding supplies, a rather unsatisfactory position, 
in which the government's Ministry of Food has still a 
finger in the coffee pie. 

For ten years, up until 1952, the trade had to depend 
entirely on coffee bought by the government under bulk 
purchave agrecments and issued by the Ministry of Food on 
a quota system. In 1952, a certain measure of freedom 
was introduced when the Ministry issue was reduced to 
about one-third, and the trade was allowed to commence 
importing the balance of its requirements from various 
permissible areas. 

Now, 1954 can be recorded as the year in which the 
trade at last becomes once more 100 per cent self-supporting 
for, within a matter of weeks, the Ministry of Food with- 
draws completely from the scene and we are left to our own 
devices. 

What happens then? 

Well, we anticipate one more unfortunate but inevitable 
increase in retail prices to bring us up to current world 
levels, and after that we are looking forward with optimism 
to a period of stability in which the trade can recover some 
of the ground lost each time that prices rose in recent 
years, 

The short-term view is a little gloomy, perhaps, for we 
do not welcome a further increase in retail prices at a time 
when the rest of the world is trying to bring selling prices 
down. 

The long-term view ts probably better, however, than it 
has been for many years, Coffee consumption in the U.K. 
is nearly twice what is was prewar, and has held its own 
during the last year in spite of much higher prices. The 
world supply position looks brighter, and perhaps soon we 
may reap some benefit from the increased plantings of the 
last few years, with slightly lower prices to tempt the con- 
sumer. 

Coffee is being talked about in the U.K. more than at 
any time before, and we believe that the trade’s goodwill 
can be valued at a high figure. This is largely due to 
consistent public relations work during the last six years, 
particularly the efforts made to tell housewives what goes on 
outside the domestic world of family budgets and grocery 
bills. We think the public has some inkling that responsi- 
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bility for high prices does not rest with the home trade, but 
that the home trade has in fact given consumers a very 
fair deal. We believe, also, that our efforts to raise brew- 
ing standards throughout the country have not been unap- 
preciated. 

Although no one here would like to return to the bad old 
days when there was too much coffee, and planters were, in 
effect, held to ransom, nevertheless one thing we never wish 
to see again is the situation created by the news of Bra- 
zilian frosts in 1953, when prices went sky high. This 
sort of thing seems to produce nothing but damage to the 
whole coffee industry. Of course, even in these enlightened 
days of supersonic flight and the hydrogen bomb, one can- 
not, regrettably, account for the weather. However, there 
does seem to be a solution to this kind of problem, and that 
is planly for producers to grow more coffee and to apply a 
little more of the science of economics to the question of 
marketing. 

Eventually, perhaps, we shall see a thoroughly stable in- 
dustry supplying the needs of th world at a price which suits 
everybody, and able to take climatic variations in its stride. 

The N.C.A. conventions have done great work in achiev- 
ing closer understanding between the various sections of 
the industry, making them aware of their interdependence. 
We wish every success to the 1954 convention, and hope 
it will go further yet towards the ideal: 

“Better planting for the benefit of the distributor; bet- 
ter distribution for the benefit of the planter, and better 
service to the character upon whom it all finally depends— 
the consumer”. 


New booklet on how to hedge issued 


by Merrill Lynch, Pierce, Fenner & Beane 

“How to Hedge Commodities” is the title of a new, 64- 
page booklet issued by Merrill Lynch, Pierce, Fenner & 
Beane, New York City. 

In two sections, the booklet tells what hedging does, ex- 
plains about market places and exchanges, makes clear the 
terms used, and goes on to give practical applications of 
hedging. 

In effect, “How to Hedge Commodities’ is a highly use- 
ful handbook on the subject. 

Ewart A. Beveridge, chief economist of the commodities 
division, prepared the original draft and directed its publi- 
cation. 

Mr. Beveridge, who has an extensive personal background 
of nearly 50 years in the commodities trades in this country, 
is widely known to the coffee industry as the author of 
“Using the Coffee Futures Market’, a series of articles 
published in COFFEE « TEA INDusTRIES. formerly The Spice 
Mill. 
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World campaign to boost 
coffee consumption 
is basic answer: Mejia 


The basic problems which presently confront the coffee 
industry can best be solved by a worldwide campaign to 
increase coffee consumption, declared Manuel Mejia, gen- 
eral manager of the National Federation of Coffee Growe-s 
of Colombia. 

Mr. Mejia, in company 
with Andrés Uribe, the Na- 
tional Federation's United 
States representative, arrived 
in New York City following 
tour days of informal conver- 
sations with coffee men from 
Brazil and other producing 
countries in Rio de Janeiro, 
Brazil. 

“Our talks were held in an 
atmosphere of goodwill and 
industrywide harmony,” Mr. 
Mejia said. “Coffee's pro- 
ducers recognize that the common interest dictates an im- 
mediate amelioration of the difficulties which have arisen 
to unsettle the coffee business.” 

Stability will return to the industry, Mr. Mejia said, when 
promotion and advertising are combined to persuade cotfee 
drinkers to use more coffee. Mr. Mejia pointed out that 
shortages of coffee, high retail prices and determ‘ncd, well- 
financed promotional campaigns of compstitive beverages 
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have made the need for a sharply accelerated, coffee pro- 
motional campaign of vital importance to the industry. 

“In Canada, for example, the tea trade its out-spending 
coffee by nearly 30 times on advertising and publicity, 
he said. “Coffee promotion in Europe is practically non- 
existent, even though many European countries have not yet 
recovered their annual prewar consumption.” 

Promotion has likewise lagged alarmingly in the United 
States, Mr. Mejia feels. He pointed out that United States 
imports in 1949 were over 22,105,000 bags, as compared 
with 21,024,000 bags in 1953, despite a considerable rise 
during this period in the coffee drinking population. Per 
capita consumption has also dropped, he said. 

In Brazil, Mr. Mejia stated, the coffee men discussed 
promotional action in every major consuming country. In 
the United States, he pointed out, the Pan-American Coffec 
Bureau should assume the responsibility for developing and 
cxecuting the necessary, greatly expanded campaign which 
would embrace every media of public information Funds 
for the increased consumption drive would be raised by in 
creasing the tax of ten cents per bag which the producing 
countries now levy on United States imports. 

“The development of promotional plans was the principal 
result of the recent talks in Brazil,’ Mr. Mejia said. Coffee 
men have long been aware of the need for increased pro- 
motion. Various promotional ideas were discussed at the 
Curitiba Conference in Brazil last January, as well as at 
the annual board of directors meeting of the Pan-American 
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Coffee Bureau last April. The recent meetings served to 
carry the plans from the ‘talk’ stage to the point where 
we are ready for concrete action.” 

Mr. Mejia expressed great appreciation for the warm 
hospitality offered to the visiting coffee men by their 
Brazilian hosts. The informal conference was marked by 
noteworthy accomplishments, and he expressed the hope that 
the producers would hold similar informal meetings in the 
future. 

“These informal conversations deal, essentially, with pro- 
ducer problems,” he said. “Hewever, the point of view of 
coffee’s consumers was utmost in our minds at all times. 
Our every effort was bent toward making and keeping 
coffee’s vast army of users satisfied with our important 


product.” 


General Foods plans 55-acre 


research center at Tarrytown 

The General Foods Corp. has completed negotiations for 
the acquisition of 55 acres in Tarrytown, N. Y., to be used 
as the site of a proposed cnlarged food research center. 

The land lies along the Hudson River just south of the 
Thruway bridge ncw under construction. 

Announcement of the transaction was made by Ray M. 
Schmitz, vice president responsible for research and develop- 
ment, who explained that the company has outgrown its 
present laboratory facilities in Hoboken, N. J. 

The purchase is contingent on obtaining a zoning change 
for a portion of the property, and application for the change 


has been filed with the Village of Tarrytown, according 
to General Foods attorneys. 

Plans call for the construction of several two-story-and- 
penthouse buildings on the Tarrytown site. The campus- 
type structures will be air-conditioned and soundproof and 
will furnish working space for some 600 employees—ex- 
ecutives, research scientists and office personnel of the GF 
laboratories. 

Architects planning the projcct are Voorhees, Walker, 
Foley & Smith, the same firm which designed the firm's 
new general office buildings in White Plains. 

Roy H. Walters, director of research and development for 
General Foods, explained that the Tarrytown site was se- 
lected because it was the most desirable of many considered, 
being accessible to institutions of high education in the 
New York area and located in a suburban region favorable 
to research. 


Swiss sell good coffee 


in new booklet for hotels 

If you'd like to get a fresh approach to coffee promotion, 
take a look at ‘'Guter Kaffee in Gastgewerbe”’. 

That's a quietly impressive little booklet, issued by the 
Union Usego, in Olten, Switzerland. 

It's aim is to convince hotel operators to understand the 
importance to his establishment of good coffee. 

Illustrations are light and charming, without being selt- 
consciously clever, and range from wash drawings to full- 
page photos. 
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Coffee Exchange officials 
deny FTC charges; hearing 
set for December in New York 


The Federal Trade Commission charged last month that 
“unlawful restraint of trade’’ by the New York Coffee & 
Sugar Exchange “contributed to and promoted” a sharp boost 
in coffee prices early this year. 

Leon Israel, vice president of the Exchange, said “we 
deny the latest charges of the FTC as we have denied other 
unfair and inaccurate charges against the Exchange in the 
past. 

‘Furthermore, we welcome any fair and impartial investi- 
gation of the trading practices on the Exchange. 

“The FTC action is, of course, not entirely unexpected, 
in view of the unfair and inaccurate report on coffee trading 
issued by the FTC last spring.” 

The complaint is against the Coffee Exchange, four of its 
officers and eight member firms’ names as well as the New 
York Coffee & Sugar Clearing Association, Inc., which com- 
prises about 100 of the 300 members of the Exchange. 

The Exchange and others named were given 20 days to 
reply to the FTC charges. December 14th was set as a 
tentative hearing date, in New York City. 

If the Commission rules after the hearings that the com- 
plaint was justified, the FTC would order the Exchange 
and others named to discontinue practices alleged in the 
complaint. If the order were not obeyed, those ignoring it 
would be subject to fines of $5,000 for each violation, with 
each day of operation subject to being construed as a separ- 
ate violation. 

The complaint by FTC contends that the workings of the 
Coffee Exchange “in effect’’ limit futures trading to only 
about ten per cent of the total amount of coffee actually 
imported into the United States. This has a ‘dangerous 
tendency unduly to hinder competition in the purchase and 
sale of coffee in interstate and foreign commerce.” 

Exchange officers made respondents are Gustavo Lobo, 
Jr., president; Leon Israel, Jr., vice president; William F. 
Prescott, treasurer, and G. W. Knauth, secretary. 

Coffee members cited by FTC were Jack R. Aron, of J. 
Aron & Co., Louis Blumberg, of J. Aron & Co., Alfred 
Boedtker, of the Volkart Bros. Co., Adrian C. Israel, of 
A. C. Israel & Co., Chandler A. Mackey, of C. A. Mackey & 
Co., Philip R. Nelson, of Ruffner, Burch & Co., S. A. 
Schonbrunn, of S. A. Schonbrunn & Co., and Gustav Wedell, 
of the East Asiatic Co., Inc. 

Senator J. Glenn Beall also reopened the inquiry into 
coffee prices by his Senate Banking subcommittee. 

He wound up the hearings, at which Exchange officials, 
coffee men and FTC representatives testified, with a recom- 
mendation that the Exchange be placed under Federal regu- 
lation. 


Coffee growing in Brazil’s Santa Catarina 


This zone is considered as having exceptional qualities 
for coffee production. 

Three principal items are being studied: 

1. Recuperation of coffee plantations now abandoned. 

2. Systems for producing milled coffee. 

3. Better use of land. 
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FTC charges, Senator Beal’s 
call for Federal regulation 
of Exchange, are questioned 


This editorial, from the New York Times, represents an 
objective, disinterested viewpoint on the coffee moves by 
the Federal Trade Commission and Senator ]. Glenn Beall. 
For that very reason, coffee men will find it highly pertinent. 


Warmed-Up Coffee 


The speculative boom in coffee has cooled off very con- 
siderably since that commodity soared to its all-time high 
of 96 cents a pound on the New York Coffee and Sugar 
Exchange last spring. It has recently been down to 65 
cents. But down in Washington there seems to be no dis- 
position to turn out the flame under the political coffee pot. 
A subcommittee of the Senate Banking and Currency Com- 
mittec has just wound up two days of supplementary hear- 
ings on the subject, and the chairman, Senator J. Glenn 
Beall of Maryland, has indicated that he will recommend 
that coffee trading be brought under federal regulation. 
By a strange coincidence the Federal Trade Commission 
chose the eve of this final two days of Senate hearings to 
issue a formal complaint against the Coffee and Sugar Ex- 
change, charging unlawful practices in restraint of trade. 

The FTC was the first to rush to the scene of action when 
coffee prices first began to make page 1, and it quickly an- 
nounced that it planned a full-scale investigation. This 
action was stimulated, it seemed, by the commission's dis- 
covery that trading in coffee futures was restricted to certain 
types of coffee, and that all domestic coffee prices are tied 
in some way to these standard forms of contract. Commo- 
dities markets have, of course, been employing standard 
contracts of one kind or another in the United States for 
three-quarters of a century, so most persons decided that if 
this was to be the starting point of the FTC inquiry not 
much light was to be expected from that quarter. The 
commission's report, when it was finally published, was 
widely regarded as an ingenious but dubiously successful 
attempt to extricate that body from the consequences of 
its—or someone else’s—political impulsiveness. 

As for the Senate subcommittee’s proposal to recommend 
federal regulation of Coffee and Sugar Exchange, we can 
only say, as we have said of similar proposals in the past, 
that this is a step for which the burden of justification must 
rest heavily on its advocates. The Commodities Exchange 
Authority today regulates trading in about eighteen domestic 
commodities, but it has not thus far undertaken to regulate 
trading in the important commodities. There are sound 
reasons behind this fact. One of the most elementary of 
these has to do with crop reporting. The CEA and the 
crop reporting bureau are under the same roof, the Depart- 
ment of Agriculture. But our Government is not, and 
cannot be, responsible for the official estimate of the supply 
position of an imported commodity. The CEA, in regu- 
lating coffee trading, would be sitting in judgment on the 
activities of a market without having jurisdiction over the 
gathering of the information needed to make such judgments 
possible. 
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the coffee storm in Belgium 


By J. DEMOLIN, 


Beer and coffee are the two national beverages in 
Belgium. 

When a product has to support fantastic price ad- 
vances, as happened with coffee in 1954, nobody can re- 
main indifferent. 

The public feels immedi- 
ately that something ts 
wrong somewhere. He 
turns his wrath and his re- 
proaches against the roasters 
and the retailers. His opin- 
ion is led, and supported by 
the press, which urges the 
government 
to stop the rises. 

The government, on its 
side, is sensitive to the ad- 
vances, because they are of 
importance to the index of 
the retail prices and because wages, as a vital part of the 
economic and social policy, are bound directly to the vari- 
ations of the index. 


to interfere and 


Everybody has an interest in the index, and they wish that 
the cost of living wouldn't increase. 

Before this coalition, the roaster stands like the man in 
the comedy who has two wives and has to satisfy each of 
them, although each has a divergent self-interest. 

As opposed to what happened in many European countries, 
Belgian industrialists and merchants proved once more to be 
the fiercest defenders of their freedom against every gov- 
ernmental interference. 

Conscious of the consumer's interest, they agreed to hold 
the sales price of roasted coffee to the level reached March 
Ist. This was effective until April 30th. The advances 
during April were too severe to permit them to renew such 
an agreement. With some modifications, the agreement was 
set by the government with a decree. On June 17th, a new 
decree limited to 30 per cent of the consumer's prices in 
November, 1953, the advance authorized for roasted coffee. 
This price-level was never surpassed in Belgium. 

Lowering the quality of the blends and searching for 
cheap coffees and reject coffees were the only means used 
to stay inside the price requirements of the blends and 
searching for cheap coffees and reject coffees where the 
only means used to stay inside the price requirements of the 
legislation. 

Meanwhile, consumption of coffee decreased, people mak- 
ing a more parsimonial use of it (watering the coffee) and 
reverting to some substitutes used during the war. 

The lowering of the international quotations during the 
summer days led to some competitive cuts in the prices of 
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roasted coffee, reaching Fr. 5 to 10 per kilo on September 
iSth. Psychologically, the reduction in prices was welcomed 
by the consumers. 

If the 1954 coffee crisis didn’t kill or destroy our internal 
market, if the storm detached only some feathers of the 
bird, we feel we can look to the future with confidence. 
Everybody is convinced that prices may keep falling during 
the next months. 

Nevertheless, it remains not only to reestablish such prices 
as may suit everyone; coffee also has to recover its prestige 
with a revival of quality. 

Thinking people are persuaded that in our country the 
only way to insure commercial stability and to build up 
prosperity for business is in an effort to satisfy the con- 
sumer with products of good quality. 

The Belgian consumer, indeed, says wisely, “Nothing 1s 
more expensive than cheap stuff.” 


“Coffees” help fund-raising drives 


This country’s coffee habit (100,000,000 Amcricans now 
drink a cup or more daily) is providing national and local 
fund-raising campaigns with a lucrative new promotional 
technique, according to reports from states throughout the 
nation. 

The idea began with polio coffee benefits. Now com- 
munity and charity drives seeking money for a variety of 
projects are raising a large part of their funds at special 
coffee hours and coffee days in private homes, civic build- 
ings, and public eating places. 

Benefits have already been reported in 12 states—Calli- 
fornia, Oregon, Washington, Texas, Arkansas, Oklahoma, 
Mississippi, Alabama, Indiana, Wisconsin, South Carolina, 
and Florida—where thousands of dollars are being raised 
for such varied projects as the Red Cross (Okla.), the 
Crippled Children’s Society (Ark. and S.C.), a symphony, 
orchestra. (Tex.), a building for nurses (Wash.), a 
swimming pool (Tex.), the Cancer Fund (Fla., Cal., Ore., 
Okla., Tex., Miss., Ala.), the March of Dimes (Okla.), 
and hospital development programs (Ind., Cal., Wis.). 

“Operation Coffee,” as the new fund-raising method has 
been called, adds to the drives an air of sociability and good 
fellowship that evidently stimulates contributions. In many 
cases the coffee benefits are a city-wide project, and in one 
Mississippi city (Greenville) an official Coffee Day was 
decreed by proclamation of the mayor. 

A growing trend among housewives is the chain or 
“progressive” coffee in private homes: contributors who 
attend are expected to arrange similar gatherings in their 
homes, with new guests, who subsequently hold further 
benefits. The idea is to extend the chain throughout an 
entire area. 
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Self-service coffee room a hit 
in Jefferson City drug store 


The Madison Drug Store, Jefferson City, Mo., has a self- 
service coffee room, used primarily as an informal meeting 
place by doctors and businessmen who have offices nearby. 
Coffee is brewed at the fountain, and the first businessman 
to come in each morning takes it to the coffee room in the 
back and lights the gas hot plate there to keep it warm. 
Cups, cream, sugar, and silverware are kept nearby. K. W. 
Luck, co-owner of the store, says: “The goodwill and the 
word-of-mouth advertising the coffee room has created 
for our store are priceless...” 


Research firm offers services 
to coffee and tea industries 


Food technologists and sensory panel members of Foster 
D. Snell, Inc., are prepared to serve the coffee and tea in- 
dustries, the New York City research and engineering 
company has announced. 

The firm suggests sensory panel testing as a_ possible 
solution to product evaluation problems. 

“This test method has proven itself successful over a 
wide range of applications and is recognized as a valuable 
tool in product development,” it was explained.” This 
method of testing utilizes panel members specially trained 
and qualified for organoleptic evaluations. 

In application, the company said, sensory testing serves to: 

1. Give reliable and objective confirmation of the find- 
ings of individual taste experts on the characteristics of 
various coffees and teas. 


2. Evaluate the character and strength of several flavor 
components. (It is possible to determine the nature of blends 
of roasted, ground coffee.) Using such techniques Snell 
reports they have been able to duplicate successfully many 
commercial blends of coffee and of tea. 

3. Organize studies concerned with staling of roasted, 
ground coffee and determine the effect of storage conditions 
on coffee flavor. Coupled with analyses of the gases pro- 
duced by respiration of roasted coffee, such studies indicate 
proper storage conditions. 

Other services include sanitary inspection of green coffec 
to determine compliance with FDA requirements, and 
analysis to determine possible adulteration of tea or of 
roasted, ground coffee. 


Market thin for used coffee 

Two enterprising out-of-towners found a big can of 
coffee grounds in Utica, N. Y. and decided to peddle the 
stuff for what the market would bring. 

They put the grounds in new two-pound bags and went 
to various restaurants, attempting to sell their goods. 

One restaurateur, pretending interest, stalled the men 
while he called police, who promptly booked the two men 
on vagrancy charges. 

They assured the judge they weren't trying to sell their 
product as good coffee, but instead were selling at reduced 
rates since it was “‘slightly used.” 

The judge, not wishing to “stifle such initiative,’ sus- 
pended sentence and instead gave them an hour to get out 
of town. 
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coffee changes in Sweden 


By ROBERT MELLIN, Assistant Manager 
Forenade Koffeimportorers Rosteri-Aktiebolag 


Sweden 


The Swedish coffee market has always followed the 
world market very carefully concerning prices, Since 
prices started to decline, however, on occasion some roasters 
changed their minds about this important rule and wanted 
to go ahead of the world market, and of course others 
had to They were 
successful until now, luckily, 
since the Swedish coffee trade 
would have been int» trouble 
if the world market had turn- 
ed the other way. 

In this country there are 
three groups which more or 
less dominate the market and 
the competition between them 


follow. 


is very keen, 

There have been many 
price reductions during the 
last six months. The first 


one was made on May 10th and the last one on October 
is the thrifty way 


ASafiszs * mi 


AR K-TITE your coffee fresh! 


This scientifically-engineered coffee bag provides the ut- 
most in moisture-proofness and flavor retention in a flexible 
container and at less than 42 the cost of cans. ARK-TITE 
requires minimum storage space and therefore minimum 
distribution costs and may be effectively shelf displayed 
either upright or horizontal with the butt panel showing 
brand name. 

ARK-TITE is the most modern and thrifty way to package 
coffee. Coffee packaged in ARK-TITE is fresh on delivery— 
and remains fresh over a longer period of time than in 
conventional paper bags. 





FEATURES OF ARKELL & SMITHS’ 
ARK-TITE BAG 


@ Pliofilm lined maximum protection. 
@ Heat-sealed bottoms and closures. 


@ SOS Automatic style for easy filling 
and upright shelf display. 


@ Printed in up to 4 colors with 
attractive high gloss inks. 








ARKELL AND SMITHS 
Canajoharie, N. Y...Welisburg, W. Va... Mobile, Ala. 
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2nd, for a total of 58 cents a kilo. The average price 
of one kilo of roasted coffee is today $2.40 at wholesale. 
A reduction of this size caused heavy losses to the trade. 
and small roasters have come to a bad financial position. 

Of course the profits were big when the market went up, 
but they will soon be gone. Many firms have also had 
difficulties in financing the expensive coffee purchases, as 
the bank loans are restricted by law. 

Sweden, which is a coffee drinking nation, would like it 
very much if prices would go down to such a level that the 
daily ration could be consumed without being too expensive. 

The high price situation which existed during the first 
six months, with its top in April, made consumption drop 
about ten per cent, and tea, cocoa cola, etc., were drunk 
to a greater extent. 

During this time, an effort was made to push the sale of 
subtitutes, which turned out to be a failure, as I think the 
Swedish people were fed up with, and still remember, all the 
different kinds marketed during the war. 

The importers in this country still have a feeling that 











THe NESTLE COMPANY 
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2 WILLIAM STREET 
WHITE PLAINS, NEW YORK 
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prices are too high, and keep their stores at a very low 
level. The main parts of the Swedish blends are Santos 
and Parana coffees, which are bought in the smallest pos- 
sible quantities. 

At present, there is a possibility of buying from Holland 
Colombian and Venezuclan coffee at lower prices than 
from the origin. 

Since the war, big coffee roasters have modernized their 
plants with American and German machines and are today 
quite up-to-date. 

Common advertising to improve consumption does not 
exist, but every firm is making a big propaganda for its 
own brands. This might increase consumption, too, and 
enable the ccffee trade to recover the ten per cent lost on 
account of the high prices. 

Everybody in this country hopes that the prices will go 
further down, and stay at a level which is suitable for the 
roaster, the trade and the consumer. 


J. B. Ruth and Son represents Vaculator 


J. B. Ruth and Son of Los Angeles are the new Vaculator 
representatives in Southern California, according to an an- 
nouncement by Jon Zitz, General Sales Manager of the Hill- 
Shaw Co. 

John and Bob Ruth have an extensive background in the 
coffee field, and this knowledge is expected to be of con- 
siderable help in enabling them to give better service on the 
Vaculator line of coffee brewing equipment. 

M. A. Shirley remains as Vaculator representative for the 
Northern California market. In other changes announced 
by Zitz, Rudy Peters adds the Southern Ohio, Indiana, and 
Kentucky territory to the Northern Ohio territory he had 
originally. 





STATEMENT REQUIRED BY THE ACT OF AUGUST 24, — AS 
AMENDED = Bing - ACTS OF MARCH 3, 1933, AND JULY 1946 
(Title 39, United States Code, Section 233) 

SHOWING THE OWNERSHIP, MAN AGEMENT, AND CIRCULATION 
OF 


COFFEE AND TEA INDUSTRIES and The Flavor Field, published 
ar at New York, N. Y., for Oct. 1, 1954. 

The names and addresses of the publisher, editor, managing editor, 
ian business managers are: 

Publisher, E. F. Simmons, 106 Water Street, New York 5, N. Y. 
Editor, Bernard Sachs, 106 Water Street, New York 5, N. Y. Manag- 
ing editor, None. Business manager, E. Redmond, 106 Water Street, 
New York 5, N. Y. 

2. The owner is (if owned by a corporation, its name and address 
must be stated and also immediately thereunder the names and ad- 
dresses of stockholders owning or holding 1 per ernt or more of 
total amount of stock. If not owned by a corporation, the names and 
sddresses of the individual owners must be given. If owned by a 
partnership or other unincorporated firm, its name and address, as 
well as that of each individual member, must be given). 

Coffee and Tea Industries and the Flavor Field, 106 Water St., New 
York 5, N. Y., E. F. Simmons, 106 Water Street, New York 5, N.Y. 

3. The known bondholders, mortgagees, and other security holders 
»wning or holding 1 per cent or more of total amount of bonds, mort- 
“ages, or other securities are: (If there are none, so state.) None. 

4. Paragraphs 2 and 3 include, in cases where the stockholder or 
security holder appesers upon the books of the company as trustee 
or in any other fiduciary relation, the name of the person or corpor- 
ttion for whom such trustee is acting; also the statements in the two 
paragraphs show the affiant's full knowledge and belief as to the cir- 
cumstances and conditions unde: which stockholders and security 
holders who do not appear upon the books of the company as trustees, 
hold stock and securities in a capacity other than that of a bona 
tide owner 

5. The average number of copies of each issue of this publication 
sold or distributed, through the mails or otherwise, to paid subscrib- 
ers during the 12 months preceding the date shown above was: (This 
information is required from daily, weekly, semiweekly, and twiweekly 
newspapers only.) 

E. F. SIMMONS, 
(Signature of Publisher) 
sworn to and subscribed before me this Sixteenth day of August, 1954. 
SOL MINTZ 

Notary Public, State of New York, No. 7365. Qualified in 
Queens County, Cert. filed with Queens and York Co, Clks. & 
Regs. Commission Expires March 30, 1955. 
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THIS COULD BE 
YOUR ADVERTISE- 
MENT. WRITE FOR 
FREE FOLDER 
“SERVICE SPELLS 
SUCCESS” 


(S. Jackson & Son, inc. 


SHIPPING REPRESENTATIVES SINCE 1902 
P.O. BOX 137, NEW ORLEANS 3, LA. 
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a nightmare for Swiss coffee? 
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By JULES BRAUNSCHWEIG, Braunschweig & Co. 


Present developments on the coffee market and in the 
coffee industry are causing us much concern. 

We hope that the coffee prices on the world market 
will become stabilized to such an extent that the planter 
will receive a deserved reward for his difficult labor and for 
the great risk he takes in 
the production of good coffec. 

We hope at the same time 
that it will be possible for the 
consumer to buy good coffec 
at a price which will not 
weigh 
purse, 

When we repeatedly lay 
stress on “good coffee’’, it 
is based on the undeniable 
fact (for there is an excep- 
tion to every rule) that in 
Switzerland, as in many other 
countries, the standard of the quality of coffee has dropped 
greatly. 

It hurts us profoundly to have to hear over and over 


too heavily on his 


Basle, Switzerland 


again from our friends: “No good coffee exists any longer.” 

We regard it as a very important task for the coffee pro- 
ducers to protest with counter-propaganda quickly and en- 
ergetically against this statement, which has become a fixed 
idea among coffee drinkrs. 

We have another worry, which threatens more particular- 
ly the coffee roasting industry rather than the actual coffee 
producers. That worry is the increasing manufacture of 
coffee extract in powder form, not only in the consuming 
countries but recently a!so in the coffee-producing countries. 

We are faced by a nightmare. What will happen to the 
small and the great coffee roasters, and to other persons em- 
ployed in the coffee industry, when in future coffee is packed 
in the land of its production, and from there distributed to 
al! countries of the world? 


Chock Full 0’ Nuts brings “spots” to grocers 

The Chock Full O’ Nuts Coffee Corp. is using a unique 
method to merchandise its newspaper and radio advertising 
campaign, now swinging into high gear for its “All Method 
Grind” coffee. 





DOUBLE 
RICH! 








Enjoy it more 
than your 
favorite brewed 
coffee, or your 
money back! 
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PHILADELPHIA 
NATIONAL BANK 


Philadelphia's Oldest and Largest Bank 
Frederic A. Potts, President 


BANKING FOR THE IMPORTER 


We conduct the largest domestic and 
foreign banking business in Philadel- 
phia and the Delaware Valley area. 


FOREIGN DEPARTMENT 
T. Graydon Upton, Vice President 


PHILADELPHIA 1, PENNSYLVANIA 
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Salesmen contacting food stores carry copies of the news- 
paper ads. They also are fortified with portable radios. 

Chock Full O’ Nuts is using 350 radio spots a week on 
seven New York radio stations. The salesmen can tune in 
at any time of the day and get the Chock Full O’ Nuts cof- 
fee message on one of these stations. 


Truebner named to second 
term as president 


of New York Cocoa Exchange 


Louis H. Truebner, of the Truebner-Voelbel Co., has 
been reelected to a second term as president of the New 
York Cocoa Exchange, Inc. 

Charles H. Butcher, of Kennedy, Butcher & Co., Inc., 
and William J. Kibbe, of Snyder & Wheeler, were reelected 
vice president and treasurer, respectively. 

Samuel Y, Coyne, John F. Dengel, Jr., Alwyn N. Fischel, 
Ernest E. Frick, Eliot $. Golde and Julian Hemphill were 
reelected to serve on the board of managers. Ernest Adler, 
Malcolm J. Forbes and Walter L. Perkins were newly 
elected, succeeding Jacques Coe, Timothy J. Mahoney and 
George C. Schutte. 

Reporting to the members at the annual meeting, Mr. 
Truebner said that for the fiscal year ending September 
30th, which also marked the 29th year of Exchange ac- 
tivity, “cocoa consumption was outstripping production with 
a pattern similar to that of the year 1952-53.” 

“World production for the period under review, October 
Ist, 1953-September 30th, 1954—is estimated at 743,000 
tons against an estimated world consumption of about 
800,000 tons,” he continued. 

“As an illustration of the effect of this expected shortage 
of world supplies of cocoa,” he pointed out, ‘the price 
for the September contract fluctuated between a low of 
27.75 cents and an all time high of 64.55 cents.” '‘Thus,” 
Mr. Truebner claimed, “it cannot be denied that in ali 
aspects the 1953-54 fiscal year was a momentous one.” 

“Credit is due the members of the Exchange and the 
Exchange itself for the business-like fashion in which all 
transactions were consumated. During the period of active 
trading and rapid price changes of the last several months, 
the rules of and trading on the Exchange were repeatedly 
and carefully studied in order to determine the necessity 
or desirability of any changes. The rules as administered 
by the various committees appeared to be adequate for every 
purpose, and while possible changes were freely discussed, 
none was favored by any considerable number of trading 
members.”’ 

Mr. Truebner said “it was fitting to mention that the 
Federal government in Washington, in collaboration with 
the American Cocoa Research Institute, is in process of 
executing long-term contracts with certain cocoa producing 
countries in the Western Hemisphere to be used for cocoa 
and other agricultural expansion programs. This help and 
support is, naturally, looked upon favorably and with satis- 
faction by the New York Cocoa Exchange.” 

Statistically, it was reported that trading on the Exchange 
increased over 13 per cent, with a total for the year of 
55,688 contracts compared with 48,910 contracts the pre- 
vious year. 

Arrivals during the period showed a decrease of 571,564 
bags, total arrivals being 3,545,000 bags, compared with 
4,116,654 bags the year before. 


NOVEMBER. 1954 








Of Hearts 
and Flowers... 


We're not in the habit of tossing bou- 
quets—have never believed in flattery. 
But we do want to thank everybody in 
coffee for the privilege of again taking 
part in your convention activities. 


Because it’s something we 
enjoy... 

Because we think it helps us 
to better service your needs 
throughout the year. 


So our Special News Wire will be in- 
stalled again . . . and we'll have the full 
sale-to-sale story on coffee flashed to us 
through the day direct from New York. 


If you want to keep in touch with market 
conditions, world news on coffee, what’s 
happening—and why—we should be able 
to help. 


Why not stop by anyway for a visit and 
pick up a copy of our latest study on 
coffee? 


We'll be happy to see you, of course. 


MERRILL LYNCH, 
PIERCE, FENNER & BEANE 


Brokers in Commodities and Securities 


Underwriters and Distributors of 


Investment Securities 


70 PINE STREET NEW YORK 5, N. Y. 


Offices in 106 Cities 
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coffee tonnage 


on the railroad 





The coffee industry has been confronted during the 
past year with many problems. Perhaps never before in 
its history have its problems been of such magnitude. 
For this reason, many roasters in the United States have 
been compelled to proceed in their normal business ac- 
tivities with extreme caution, 
in order to continue opera- 
tion. 

As a result of this situa- 
tion, the Illinois Central 
Railroad, too, has felt the 
impact in its tonnage on this 
commodity, which decreased 
somewhat, However, we 
felt this was only a tem- 
porary situation, and one 
which would become normal 
when the pressure abated. 

The Illinois Central main- 
tains in New Orleans, at its Stuyvesant Docks, facilities 
known as Shed No. 6 and Warehouse 32, both of which 
are used exclusively for handling coffee. At Shed No. 6 
are facilities for temporary storage of coffees which are 
delivered to the railroad by various forwarders in New 
Orleans, for immediate forwarding or storage pending 


By DANIEL F. LYONS, Foreign Freight Agent 
Illinois Central Railroad 
Chicago 


the arrival of additional coffee to complete carload mini- 
mum. 

At Warehouse 32, the Illinois Central provides ample 
storage space for coffees which are to remain there due 
to insufficient storage space at roasters’ plants in the 
interior. This has been a very important help to the 
coffee industry, and has been in general use by them. 

With the higher prices prevailing on green coffee 
during the past two years, the Illinois Central did not 
increase the rates on coffee and they now remain the same. 
Some importers have found it to their advantage to ware- 
house their coffee in facilities privately owned along the 
railroad, in order to have them available and closer to 
primary markets for selling in transit. 

Imported green coffee may be roasted at the port of 
entry or in transit between the port of entry and con- 
suming destinations. Green coffee is also roasted in 
Chicago, St. Louis, and Omaha, and reshipped to the 
various areas permitted in the coffee transit tariffs and 
to the advantage of the shipper. This can be accomplish- 
ed by adhering to the rules governing this type of move- 








Meeve Angel 
COFFEE FILTER PAPERS 


We maintain stocks in New York 
to fit all sizes of urns at very at- 
tractive prices. 


H. REEVE ANGEL & CO., INC. 
52 Duane St. New York 7, N. Y. 





“sono ILDEFONSO BORDALLO 


LEADING EXPORTER OF 
ANGOLA COFFEES 


(they are sweet and they will bring 
down the cost of your blends) 


LISBON LUANDA 
R.de S.Julido. 62-2 ECOMAR, LTD., P. 0. BOX 754 
PORTUGAL ANGOLA 
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TEXAS TRANSPORT & TERMINAL CO., INC. 


STEAMSHIP AGENTS & OPERATORS SINCE 1895 


NEW ORLEANS 


OFFICES 


Baltimore * Brownsville * Charleston * Dallas * Corpus Christi 
Galveston * Houston * Memphis * Mobile * New York ¢ Pensacola 
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ment, which are fully explained in the transit tariff. 

There is, in addition to the various services explained 
in the foregoing paragraphs, the transportation of coffees 
from shipside or warehouses in New Orleans to their 
ultimate destinations, and for this we must talk a little 
about fast trains. 

The Illinois Central operates a fleet of these giants 
which travel at moderately high speeds to deliver their 
precious cargo with such dispatch that the train known as 
NC-2, which leaves New Orleans, at around midnight 


daily, comes through to downtown Chicago (Congress: 


Street) in a matter of hours. There the cars are switched 
for direct deliveries, in many instances to connecting 
lines with Illinois Central engines. 

If a car of coffee is delivered to us in New Orleans 
too late to make connections with this train, it is for- 
warded in the train designated NC-4, which is also a daily 
fast train which leaves New Orleans early the following 
day. This train operates to Markham Yard, just outside 
Chicago, and after being humped is delivered to con- 
nections via the Belt Railroad of Chicago. 

Many people in the coffee industry not only recognize 
the fine freight service we provide for them, but fre- 
quently find it beneficial to use our Panama Limited for 
a relaxing ride in the world’s finest streamliner. Schedules 
are maintained and arrivals made at such time to allow 
the passengers to make early contacts with principals and 
with departures in time to enjoy a dinner de luxe. 

The Illinois Central's interest in coffee goes even fur- 
ther than what we have told in the preceding paragraphs. 
For instance, only a few years ago we sent a team of 
representatives to South America for the purpose of talk- 
ing with coffee growers and explaining to them every- 
thing that Mid-America had to offer. This was later 
followed by representatives going to Central America. 
Because of these calls on our southern neighbors, the 
IIIniois Central was able to be most helpful on many of 
their problems. 

Then, too, our interest in coffee is further demonstra- 
ted in the fact that, to the best of our knowledge, the 
Illinois Central is the only railroad in the United States 
which has an allied membership in the National Coffee 
Association, and over the years we have made many 
friends whom we highly esteem. 

Our railroad extends from New Orleans to Council 
Bluffs, Ia., and Sioux Falls, $.D., through Chicago, with 
branches to Indianapolis, Ind., and Louisville, Ky., and 
other cities, which make possible our services over the 
wide area generally described as Mid-America. 

We would like to remind you that should the occasion 
to be of some service to you ever arise, we will be most 
happy to assist you through any of the many offices we 
have throughout the United States. 


Have you tried coffee in a zarf? 

“Have you ever heard of zarf?” asks the Coffee Trade 
News, London. 

Few people have, probably, but as a coffee man you may 
be interested to know that it is the name for a device, in 
shape like an egg-cup, used to hold small handle-less cups 
of Turkish coffee, as consumed predominantly in Moslem 
countries. 
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Kes = Grectings 


TO THE MEMBERS OF THE 


TM NATIONAL COFFEE ASSOCIATION 


WITH Y/o” IN MIND 
All America Cables and Radio, Inc., established the first 
direct telegraph service between the United States and 
the principal coffee centers of the Americas. 


WITH You IN MIND 
AAC&R maintains more traffic offices in the principal 
coffee centers of the Americas than all other American 
telegraph companies combined — in many centers, the 
only American owned and operated telegraph office. 


WITH 1/04 IN MIND 
AC&R System safeguards your messages by using both 
cable and radio — the only American international tele- 
graph system offering the protection of dual facilities. 


—— ALWAYS ROUTE YOUR INTERNATIONAL TELEGRAMS —— 
“Via All America”*Via Commercial” “Via Mackay Radio” 


AMERICAN CABLE AND RADIO SYSTEM 














S. A. SCHONBRUNN & CO., INC, 
77 Water Street, New York, N. Y. 





in the 
COFFEE 
TRADE 


Without ships, the American public would 
know coffee only as a rare and expen- 
sive luxury. Ships are an essential factor 
in the coffee trade. 

To the maintenance of that trade, 
Moore-McCormack Lines devotes a major 
share of its operations. Its large fleet of 
modern ships, including the fast pas- 


senger-cargo liners of the Good Neigh- 
bor Fleet and big C-3 cargo liners which 
are the last word in efficiency, keeps 
coffee moving in an unceasing flow from 
Brazil northward to the United States. 


The coffee trade can rest assured that, 
in the future as in the past, Moore- 
McCormack Lines will consistently devote 
its energies to the kind of service—swift, 
frequent and dependable—which will 
serve the best interests of the industry 
and the American consumer. 
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Ports and dates are subject to change, 


should exigencies require. Moreover, lines 


may schedule sailings not shown in this 
schedule. 


Abbreviations for lines 


Alcoa—Alcoa Steamship Co. 

Am-Exp—American Export Lines 

Am-Pres—American President Lines 

ArgState—Argentine State Line 

Am-W Afr—American-West African Line 

Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 

Barb-Wn—Barber Wilhelmsen Line 

Brodin—Brodin Line 

Cunard—Brocklebanks’ Cunard Service 

Delta—Delta Line 

Dodero—Dodero Lines 

Ell-Buck—Ellerman & Bucknell SS. Co. 

Farrell—Farrell Lines 

Grace—Grace Line 

Granco—Transportadora Gran 
Colombiana. Ltda. 

Gulf—Gulf & South America Steamship 
Co., Im 

Hol-Int—Holland-Interamerica Line 


SAILS SHIP DUE 
ACAJUTLA 


11/15 Santa Cruz 
11/19 Mabella 
12/1 = Majorka 
12/5 = Mariva 
12/11 Santa Fe 
12/15 Copan 
1/28 = Santa Cruz 


LA11/23 SF11/25 Sel1/30 
Cristobal? 11/28 NY12/6 
Cristobal? 12/20 NY12/18 
Cristobal? 12/13 NO12/19 
LA12/19 SF12/21 Sel2/26 
Cristobal? 12/24 NY1/1 
LA2/5 SF2/7 Se2/12 


ACAPULCO 


12/20 Santa Cruz Cristobal’ 1/6 


AMAPALA 


11/10 Copan UFruit 
11/11 Santa Cruz Grace 
11/25 Mabella UFruit 
12/7 = Majorka UFnuit 
12/7 — Santa Fe Grace 
12/10 = Mariva UFnuit 
12/21 Copan UFruit 
12/27 Santa Cruz Grace 
1/24 Santa Cruz Grace 


Cristobal? 11/13 NY11/21 
LA11/23 SF11/25 $el1/30 
Cristobal? 11/28 NY12/6 
Cristobal? 12/10 NY12/18 
LA12/19 SF12/21 Sel12/26 
Cristobal? 12/13 NO12/19 
Cristobal? 12/24 NY1/1 
Cristobal? 1/6 

LA2/5 SF2/7 Se2/12 


ANGRA DOS REIS 


11/24 Forester PAB 
12/19 Pathfinder PAB 


Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 





(FC—IL.F.C. Lines 
Independence—Independence Line 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Lid. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam-——Mamenic Line 
Mormac—Moore-McCormack Lines, Ine. 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Lid. 

R Neth—Royal Netherland Steamship Co. 
Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—-Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard—Stockard Line 
Swed-Am—Swedish American Line 
UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP LINE DUE 


11/27 Avenir UFruit Hol2/10 NO12/13 
11/28 Mataura UFrnit NY12/5 

12/4 La Heve 
12/4 = Vindeggen UFruit 
12/5 = Alcyon UFruit 
12/11  Byfjord UFruit 
12/12 Aggersborg UFruit 
12/18 Mataura UFruit 
12/19 A steamer UFruit 
12/25 Alcyon UF nuit 
12/26 Avenir UFruit 
1/13. Santa Cruz = Grace 


N012/15 
NY12/12 
N012/22 
NY12/19 
N012/29 
NY12/26 
NO1/5 

NY1/2 


BARRIOS 


11/13 Lovland UF ruit 
11/14 Lempa UFruit 
11/20 Mafalda UF ruit 
11/23 Cubahama UFruit 
11/26 Cape Cod UF nuit 
11/29 Leon UFruit 
12/3 Choloma UFruit 
12/6 Lempa UFnuit 
12/13 Cubahama UF ruit 
12/17 Mafaida UFruit 
12/19 Leon UF ruit 
12/23 Cape Cod UF ruit 
12/26 Lempa UFruit 


NY11/20 

Holl/18 NO11’21 
NY11/2 

NO11/27 

NY12/3 

Hol2/3 Nol2/6 
NY12/10 

Hol2/10 N0O12/13 
NO12/17 
NY12/24 

Hol2/23 N012/26 
NY12/30 
Hol2/29 NO1/1 


LA12/13 SF12/15 Val2/20 Sel2/21 Pol2/25 
LA1/8 SF1/10 Val/16 Sel/17 Pol/21 


BUENAVENTURA 


Abbreviations for ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christ 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
|x—Jacksontville 
LA—Los Angeles 
M/— Montreal 
Mo—Mv bile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portlan 
PS—Puget Sound 
SF—San Francisco 
Se—Seattle 
St Jo—Saint John 
Ta—Tacoma 
To—Toledo 
Va—Vancouver 


Independence LA12/21 SF12/23 Val2/27 Sel2/28 Pol2/30 


LA2/5 SF2/7 Se2/12 


BARRANQUILLA 


11/11 = Caraibe 
11/13 Aggersborg UFruit 
11/14 Vindeggen UFnuit 
11/20 A steamer UF ruit 
11/21  Byfjord UFruit 
11/26 Santa Fe Grace 


NOVEMBER, 


1954 


Holl1/18 NO11/21 
NY11/21 

NO12/1 

NY11/28 

LA12/19 SF12/21 Sel2/26 


11/13 
11/14 


Independence LA11/26 SF11/28 Pol2/3 Val2/5 Sel2/6 11/16 


11/17 
11/21 
11/27 
11/28 
12/5 


Farmer 


Gulf 


Santa Cecilia Grace 


Santa Adela 


Caraibe 


Grace 


Holl/24 NO11/27 
NY11/22 
LA11/29 SF12/2 Sel2/8 


Independerce LA11/26 SF11/28 Pol2/3 Val2/5 Sel2/6 


Santa MargaritaGrace 


Me chart 


Santa Isabel 


Gulf 
Grace 


Santa Barbara Grace 


NY11/29 

Hol2/8 NO12/11 
NY12/6 
NY12/13 








35 Years 
of Service fo.. 


.. Great 


Industry 


Supplying America’s great coffee industry with the best possible sailing 
schedules has always been an important part of Delta Line’s operations. The 
company is justly proud of its 35-year association with the coffee industry and 
Delta Line will always continue to use the very latest cargo handling techniques 
to ensure the fastest and safest delivery. Delta maintains regular sailings every 


week from Brazil and every three weeks from West Africa to U. S. Gulf ports. 


MISSISSIPPI SHIPPING CO., INC., NEW ORLEANS 
New York © Chicago ¢ St. Louis * Washington 


THE COFFEE FLEET SERVES MID-CONTINENT UNITED STATES ‘etme leche 


128 COFFEE & TEA INDUSTRIES and The Flavor Field 





SAILS 


12/10 
12/16 
12/30 
1/18 


SHIP 


La Heve 

Santa Juana 
Santa Elisa 
Santa Cruz 


CARTAGENA 


11/12 Caraibe 
11/13 Santa Rosa 
11/19 Byfjord 
11/20 Santa Paula 
11/20 A steamer 
11/27 Santa Rosa 
12/3 = Alcyon 
12/4 = Santa Paula 
12/4 —-Vindeggen 
12/5 — La Heve 
12/17 A steamer 
12/18 Mataura 


LINE DUE 


Independence LA12/21 SF12/23 Va12/27 Sel2/28 Pol2/30 
Grace LA12/29 SF12/31 Sel/7 

Grace LA1/10 SF1/12 Sel/19 

Grace LA2/5 SF2/7 Se2/12 


Independence LA11/26 SF11/28 Pol2/3 Val2/5 Sel2/6 
Grace NY11/17 

UFruit NY11/28 

Grace NY11/24 

UFmit NO12/1 

Grace NY12/1 

UFruit = NY12/12 

Grace NY12/8 

UFmit NO012/15 

Independence LA12/21 SF12/23 Val2/27 Sel2/28 Pol2/30 
UFruit NY12/26 

UFruit N012/29 


CHAMPERICO 


11/17 Santa Cruz 
12/13 Santa Fe 
1/30 = Santa Cruz 


CORINTO 


11/10 Santa Cruz 
11/12 Santa Fe 
11/18 Mabella 
11/20 Caraibe 
11/30 = Majorka 
12/4 = Mariva 
12/6 = Santa Fe 
12/13 

12/14 

12/30 


1/23 = Santa Cruz 


CRISTOBAL 


11/12 
11/14 
11/15 
11/26 
11/27 
11/29 
12/10 
12/11 
12/13 
12/24 
12/24 
12/27 


Vindeggen 
Copan 
Agoersboorg 
Mataura 
Mabella 
Avenir 
Aggersborg 
Majorka 
Byfjord 
Copan 
Avenir 
Alcyon 


DAR 


11/20 
11/21 
11/26 


Tyson 
Afr Lightning 
Samarinda 


12/10 
12/24 


Afr Planet 
Lombok 


1/7 
1/24 


Afr Sun 
Sarangan 


LA11/23 SF11/25 Sel1/30 
LA12/19 SF12/21 Sel2/26 
LA2/5 SF2/7 Se2/12 


Grace 
Grace 
Grace 


LAl11/23 S$F11/25 $el1/30 

Grace Cristobal? 11/19 

UFruit Cristobal? 11/28 NY12/6 

Independence LA11/26 SF11/28 Pol2/3 Val2/5 Sel2/6 
UFrit Cristobal? 12/10 NY12/18 

UFruit Cristobal 12/13 NO12/19 

Grace LA12/19 SF12/21 Sel2/26 

Independence LA12/21 SF12/23 Val2/27 Sel2/28 Pol2/30 
UFruit Cristobal? 12/24 NY1/1 

Grace Cristobal’ 1/6 

Grace LA2/5 SF2/7 Se2/12 


Grace 


UFnuit 
UFruit 
UF mit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 


NO11/21 
NY11/21 
NO11/24 
NY12/5 
NY12/4 
N012/8 
NY12/19 
NY12/18 
N012/22 
NY1/1 
NY1/2 
NO1/5 


es SALAAM 


Lykes 
Farrell 
Nedlloyd 


Gulf 12/27 

NY12/21 

NY1/2 Pal/4 Bal/6 Nol/14 Lal/29 SF1/30 Po2/4 
Se2/7 Va2/11 

Farrell 

Nedlloyd 


NY1/8 
NY2/2 Pa2/4 Ba2/6 NO2/14 La2/27 SF3/2 

Po3/6 Se3/9 Va3/13 
NY2/6 


NY3/5 


Farrell 
Nedlloyd Pa3/7 Ba3/9 NO3/17 LA3/29 SF4/1 


Po4/5 Se4/8 Va4/12 


EL SALVADOR 


11/21 Caraibe 
12/14 La Heve 


GUATEMALA 


11/22 Caraibe 
12/15 La Heve 


GUAYAQUIL 


11/12 Santa Adela 
12/12 Santa Juana 


LA GUAIRA 
11/10 Santa Rosa 


NOVEMBER, 


Independence LA11/26 SF11/28 Pol2/3 Val2/5 Sel2/6 
Independence LA12/21 SF12/23 Val2/27 Sel2/28 Pol2/30 


Independence LA11/26 SF11/28 Pol2/3 Val2/5 Sel2/6 
Independence LA12/21 SF12/23 Val2/27 Sel2/28 Pol2/30 


LA11/29 SF12/2 Sel2/8 
LA12/29 SF12/31 Sel/7 


NY11/17 


SAILS SHIP 


11/17 Santa Paula 
11/24 Santa Rosa 
12/1 = Santa Paula 


LINE 


Grace 
Grace 
Grace 


LA LIBERTAD 


11/14 Sazta Cruz 
11/21 Mabella 
12/3 = Majorka 
12/7 Mariva 
12/10 Santa Fe 
12/17 Copan 
12/26 Santa Cruz 
1/27 Santa Cruz 


Grace 
UFruit 
UFruit 
UFruit 
Grace 
UFruit 
Grace 
Grace 


LA UNION 


11/10 Santa Fe 
11/13 Santa Cruz 
11/23 Mabella 
12/5 = Majorka 
12/9 Santa Fe 
12/9 = Mariva 
12/19 Copan 
1/26 = Santa Cruz 


LIMON 


11/10 
11/11 
11/18 
11/24 
11/25 
12/2 

12/8 

12/9 

12/16 
12/22 
12/23 
12/30 


Vindeggen 
Alcyon 
Agoersborg 
Mataura 

A steamer 
Avenir 
Aggersborg 
Vindeggen 
Byfjord 
Avenir 
Mataura 
Alcyon 


LOBITO 


11/13 Afr Patriot 
11/14 Del Oro 
11/16 Afr Pilot 
11/18 Granville 
12/1 Del Campo 
12/9 = Afr Glade 
12/13 Afr Dawn 
12/23 Del Rio 
12/26 Roseville 


Farrell 
Delta 
Farrell 


Deita 
Farrell 
Farrell 
Delta 


NY11/24 
NY12/8 


LA11/23 SF11/25 Sel1/30 
Cristobal? 11/28 NY12/6 
Cristobal? 12/10 NY12/18 
Cristobal? 12/13 N012/19 
LA12/19 SF12/21 Sel2/26 
Cristobal? 12/24 NY1/1 
Cristobal’ 1/6 

LA2/5 SF2/7 Se2/12 


Cristobal’ 1/6 

LA11/23 SF11/25 Sel1/30 
Cristobal? 11/28 NY12/6 
Cristobal? 12/10 NY12/18 
LA12/19 SF12/21 Sel2/26 
Cristobal? 12/13 NO12/19 
Cristobal? 12/24 NY1/1 
LA2/5 SF2/7 Se2/12 


11/21 
NO11/17 
NO11/24 
NY12/5 
12/1 
N012/8 
NY12/19 
N012/15 
N012/22 
NY1/2 
N012/29 
NO1/5 


NY12/12 
N012/9 
NY12/6 


Am-W Afr USA 12/15 


N012/26 
NY1/7 
NY1/2 
NO1/17 


Am-W Afr USA 1/31 


LOURENCO MARQUES 


11/21 Kenneth McKayLykes 
12/6 Veima Lykes 


LUANDA 


11/10 Afr Patriot 
11/11 Del Oro 
11/12 Granville 
11/13 Afr Pilot 
11/27 Del Campo 
12/6 Afr Glade 
12/10 Afr Dawn 
12/19 Del Rio 
12/24 Roseville 


Farrell 
Delta 


Farrell 
Deita 
Farrell 
Farrell 
Delta 


MARACAIBO 


11/14 Santa Monica 
11/21 Santa Clara 
11/23 Santa Fe 
11/28 Santa Sofia 
12/5 Santa Monica 
1/11 = Santa Cruz 


MATADI 


11/10 
11/10 
11/24 
12/3 
12/7 


UFruit 
Farrell 
Delta 

Farrell 
Farrel 


Granville 
Afr Pilot 
Del Campo 
Afr Glade 
Afr Dawn 


Gulf 12/21 
Gulf 1/24 


NY12/12 
N012/9 


Am-W Afr USA 12/15 


NY12/6 
N012/26 
NY1/7 
NY1/2 
NO1/17 


Am-W Afr USA 1/31 


Pall/22 NY11/23 
NY11/30 

LA12/19 SF12/21 Sel2/26 
Pal2/6 NY12/7 

NY12/14 

La2/5 SF2/7 Se2/12 


USA 12/15 
NY12/6 
N012/26 
NY1/7 
NY1/2 





e+. every step of the way! 


Green Coffee has always traveled de luxe in the 
experienced hands of Grace Line, and soon our 
widespread modernization of dockside facilities 
in the United States will enable us to serve the 
coffee trade with even greater speed and efficiency. 


In December Grace Line will occupy New York’s 
new Municipal Pier 57, North River, where many 
unusual features will provide important benefits 
to every receiver. An improved Pier 58 will have 
29 canopy-protected truck berths, and additional 
modern coffee chutes soon will double the present 
delivery capacity. Other improvements include a 
modern pier at Java Street, Brooklyn, where our 
Caribbean freighters discharge and a newly ac- 
quired pier and terminal serving the port of 
Philadelphia. Modern facilities at U.S. Pacific 
ports assure equally dependable service from the 
West Coast. 


To our many friends in the National Coffee 
Association, we extend our best wishes for a success- 
ful convention, We appreciate your cooperation and 
support in the past, and with the help of our expanded 
facilities, we shall continue to do our best in 1955 to 
merit your continuing confidence and good will. 


GRACE LINE 


10 Hanover Square, New York 5, N. Y. 
Agents and Offices in All Principal Cities 


Regularly scheduled year-round 
American Flag Service from TO NEW YORK, PHILADELPHIA, BOSTON, BALTIMORE, 
COLOMBIA, VENEZUELA, ECUADOR, PERU, LOS ANGELES, SAN FRANCISCO, SEATTLE, 
and the K est Coast of CENTRAL AMERICA TACOMA, PORTLAND, VANCOUVER, B. C. 


COFFEE & TEA INDUSTRIES and The Flavor Field 





SAILS 


12/16 
12/22 


SHIP 


Det Rio 
Roseville 


MOMBASA 


11/11 
11/13 
11/23 
11/29 


11/30 
11/30 
12/27 


12/28 
1/27 


Afr Lightning 
Doncaster 
Wentley 
Samarinda 


Afr Planet 
Tyson 
Lombok 


Afr Sun 
Sarangan 


LINE 
Delta 


NO1/17 


Am-W Afr NY1/31 


Farrell 
Robin 
Robin 


NY12/21 
NY12/27 
NY1/6 


Nediloyd NY1/2 Pal/4 Bal/6 NO1/14 LA1/29 SF1/30 


Farrell 
Lykes 


Po2/4 Se2/7 Va2/11 
NY1/8 
N012/25 


Nediloyd NY2/2 Pa2/4 Ba2/6 NO2/14 La2/27 SF3/2 Po3/6 


Farrell 


$e3/9 Va3/13 
NY2/6 


Nediloyd NY3/5 Pa3/7 Ba3/9 NO3/17 LA3/29 SF4/1 Pod/5 


Po4/8 Va4/12 


PORT SWETTENHAM 
Barb-Frn Gulf 1/16 


11/14 
11/29 
12/8 
12/23 
1/8 
1/10 
1/23 
1/29 


Belleville 
Eastern 
Leoville 
Bonnevilie 
Ferndale 
Javanese 
Mandeville 
Cingalese 


PARANAGUA 


11/10 
11/10 
11/13 
11/14 
11/14 
wis 
11/17 
11/17 
11/20 
11/20 
11/22 
11/23 
11/24 
11/24 
11/24 


11/26 
11/29 
11/29 
11/29 
12/3 
12/4 
12/7 
12/7 
12/8 
12/11 
12/12 
12/14 
12/15 
12/26 
12/30 
1/5 


Mormacguif 
Mormactern 
Bahia 
Skogaland 
Raynanger 
Tucuman 
Mormacoak 
Bow Brasil 
Del Santos 
Forester 
Branco 
Aagetedyk 
Domingos 
Vigrid 
Mormacsea 


Mormacrey 
Del Alba 
Mormacswan 
Itajai 

Bowhill 
Mormactide 
Mormacrey 
Paraguai 
Stella Marina 


Del Valle 
Venezuela 
Santos 


Prince 


Hal/3 Bol/6 NY1/7 Bal/13 Nfl/14 


Barb-Frn Gulf 2/1 
Barb-Frn Gulf 2/16 
Barb-Frn Gulf 3/2 


Ha2/15 Bo2/18 NY2/19 Ba2/25 Nf2/26 


Barb-Frn Gulf 3/18 


Prince 


Deita 
Mormac 
Brodin 
IFC 
Mormac 
Mormac 
Loyd 
Nopal 
Delta 
Lioyd 
PAB 
Stockard 
Delta 
Lioyd 
Stockard 


PUNTARENUS 


11/14 
11/16 
11/19 
11/26 
12/1 
12/4 
12/10 
12/12 
1/3 
1/21 


Mabella 
Santa Fe 
Caraibe 
Majorka 
Mariva 
Santa Fe 
Copan 

La Heve 
Santa Cruz 
Santa Cruz 


UFruit 
Grace 


Ha3/5 Bo3/8 NY3/9 Ba3/15 Nf3/16 


LA12/5 SF12/8 Pol2/12 Sel2/14 Val2/15 

Jx11/22 Ball1/25 Pall/27 NY11/28 Bol2/1 M112/5 

NY12/3 Bol2/9 Pal2/11 Bal2/14 Nfl2/15 

NY12/3 Bol2/7 Pal2/9 Bal2/11 

Lal2/13 $F12/16 Pol2/21 Sel2/23 Val2/26 

NY12/9 Bol2/13 Pal2/15 Bal2/16 Nf12/17 

Bal2/8 Pal2/10 Bol2/13 NY12/13 

NY12/3 Pal2/5 Bal2/7 Bol2/10 Hal2/13 

N012/14 Hol2/19 

LA12/13 $F12/15 Val2/20 SE12/21 Pol2/25 

NO12/12 Hol2/15 

NY12/12 Bol2/14 Pal2/16 Bal2/17 HR12/18 

NY12/14 

NY12/14 Bal2/16 Pal2/18 

Jx12/12. -Bal2/16 =Pal2/18 NY12/19 8012/21 
Hal2/24 

LA1/1 SF1/4 Pol/8 Sel1/10 Val/11 

NO12/21 Hol2/26 

Bol2/19 NY12/21 Pal2/23 Bal2/24 

Bal2/15 NY12/17 Bol2/21 Pal2/23 

NY12/20 Pal2/22 Bal2/24 Bol2/27 Hal2/30 

NY12/23 Bol2/26 Pal2/28 Bal2/30 Nfl2/31 

LAl/1 SF1/4 Pol/8 Sel/10 Val/11 

N012/25 012/31 

N012/27 Hol2/30 

NO1/4 Hol/9 

NY12/31 

LA1/8 SF1/10 Val/16 Sel/17 Pol/21 

NY1/4 Bal/6 Pal/8 

NO1/17 Hol/22 

NY1/20 

NY1/25 Bal/27 Pal/29 


Cristobal? 11/28 NY12/6 
Cristobalt 11/19 


Independence LA11/26 SF11/28 Pol2/3 Val2/5 Sel2/6 


UF nuit 
UF nuit 
Grace 

UFruit 


Cristobal? 12/10 NY12/18 
Cristobal? 12/13 N0O12/19 
LA12/19 SF12/21 Sel2/26 
Cristobal? 12/24 NY1/1 


Independence LA12/21 SF12/23 Val2/27 Sel2/28 Pol2/30 


Grace 
Grace 


RIO de JANEIRO 


11/11 
11/13 
11/16 
11/18 
11/18 
11/19 
11/19 
11/21 


Del Mundo 
Axeldyk 
Bahia 

Del Sud 
Tucuman 
Skogaland 
Ravnanger 
Bow Brasil 


NOVEMBER, 


Deita 
Hol- Int 
SCross 
Delta 
Dodero 
Brodin 
Wes-Lar 
IFC 


1954 


Cristohal* 1/6 
LA2/5 SF2/7 Se2/12 


NO11/28 Hol2/3 

NY11/28 Bol1/30 Pal2/1 Bal2/3 HR12/4 
NY12/3 Bol2/9 Pal2/11 Bal2/14 Nf12/15 
NO12/2 

NY12/9 Bol2/13 Pal2/15 Bal2/16 Nf12/17 
NY12/3 Bol2/7 Pal2/9 Bal2/11 

Lal2/13 $F12/16 Pol2/21 Sel2/23 Val2/26 
NY12/3 Pal2/5 Bal2/7 Bol2/10 Hal2/13 





COFFEE 
from 


MEXICO 


Regular Weekly Sailings from Vera Cruz 
Frequent Sailings from Coatzacoalcos to 
New York and Baltimore 


ARD LINE 


(CUBA MAIL LINE) 











NEW YORK 
80 Broad St., N. Y. 4, N Y., HA 2-8500 


BALTIMORE 
Hinkins S/S Agency, Munsey Bidg., LE 9-6480 





the line that 
knows 


coffee trade needs 





There’s no substitute for the thirty years of 
experience gained by Pacific-Argentine- 
Brazil Line in transporting coffee cargoes 
from Brazil to America’s West Coast. Fast PARANAGUA 
service on modern C-3 ships. Dependable 


schedules. prennarered 











| eee emerson ence 
(Pr, Accommodations 
/ for 12 passengers 
j 


POPE & TALBOT 


PACIFIC- ARGENTINE / ES / PACIFIC + ARGENTINE + BRAZIL LINE 
/LINES 


BRAZIL LINE. INC PACIFIC WEST INDIES « PUERTO RICO 
POPE & TALBOT INC. AGENTS PACIFIC AND ATLANTIC INTERCOASTAL 


EXECUTIVE OFFICES — 320 California St., San Francisco » DOuglas 2-2561 
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COFFEE? 


FOR THREE 
CENTURIES 
THE DUTCH 
HAVE CARRIED 
COFFEE 
ACRASS THE 


SEAS / 
THE DUTCH 
KNOw How 


-olund Ktleunervica Line 
JOINT SERVICE: Holland-America Line » Van Nievelt, Goudriaan & Co.'s Steamship Co. 
NEW YORK—Holland-America Line, General Agents, 29 Broadway, Tel. WHitehall 4-1900 
Discharge: Pier 32, N. Y. Docks, Brouklyn, N. Y. 
WEW VORK PIERS: camee Pier 3, Erie Basin, Brooklyn, N. Y. 
BOSTON—Peabody & Lane, Inc., 131 State St. PITTSBURGH—John E. Streett, Inc., Henry W. Oliver Bidg. 
Tel. LAfayette 3-0960 Tel. ATlantic 1-6450 
PHILADELPHIA—Furness, Withy & Co., Ltd., 312 Lafayette Bidg. CLEVELAND—Steamship Agencies, Inc., 818 Standard Bidg. 
Tel. MArket 7-7800 Tel. MAin 1-0484 
BALTIMORE—Robert C. Herd & Co., Inc., Mercantile Trust Bidg. DETROIT—Steamship Agencies, Inc., Lafayette Bidg. 
Tel. SAratoga 7-7660 Tel. WOodward 1-8380 
NORFOLK—NEWPORT NEWS—Furness, Withy & Co., Ltd., 434 Boush St. CHICAGO—Holland-America Line, 39 So. LaSalle St., Room 200 
Norfolk, Tel. NOrfolk 2-5615 Tel. RAndolph 6-1955 











Where you want it... 


When you want it... | - 


i 
. 


i 

Your coffee arrives in perfect condition at Fe 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos —12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RIO JACHAL — op- 
erate a swift, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late hoids, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell, Inc., General Agents 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 
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SAILS SHIP LINE DUE 


11/24 Mormacoak Mormac Bal2/8 Pal2/10 Bol2/12 NY12/13 ° 

11/24 Brazil Mormac NY12/6 | Regular Ser vice 

11/25 Forester PAB LA12/13 SF12/15 Val2/20 Sel2/21 Pol2/25 age on 

11/27 Vigrid Stockard NY12/14 Bal2/16 Pal2/18 | From The Principal Brazilian Ports To: 

11/27 Del Santos Delta NO12/14 Hol2/19 

11/27 Nopal Branco Nopal  NO12/12 Hol2/15 NEW YORK NEW ORLEANS 

11/27 Aagtedyk Hol-Int | NY12/12 Bol2/14 Pal2/16 Bal2/17 HR12/18 

11/27 Domingos Lioyd NY12/14 

12/2 Itajai Brodin Bal2/15 NY12/17 Bol2/21 Pal2/23 

12/4 Del Alba Delta NO12/21 Hol2/26 

12/4 Mormacswan Mormac Bol2/19 NY12/21 Pal2/23 Bal2/24 

12/8 Del Mar Delta .N012/22 

12/12 Stelia Marina Nopal N012/27 Hol2/30 

12/15 Argentina Mormac NY12/27 

12/15 America Lloyd = NY12/31 

12/18 Del Viento Delta = NO1/4 Hol/9 (Partrimonio Nacional) 

12/18 B. A, Stockard NY1/4 Bal/6 Pal/8 

12/20 Pathfinder © PAB LA1/8 SF1/10 Val/16 Sel/17 Pol/21 

12/23 Del Norte Delta + NO1/6 Owned and operated exclusively by the 

Log —— an poss Hol/22 ner Coereeit ——. BRASIL- 
includes the American Line in its 


1/8 Del Sud Delta NY1/21 . n a 
1/8 Santos Stockard NY1/25 Bal/27 Pal/29 list of services vital to Brazil’s trade re- 


lations with the commercial centres of 

yorld. i ine maintains 
SAN JOSE the world. The American Line maintai 

regular service from the principal Brazilian 

ag fC Gn ats srs coffee ports to New York and New Or 

oe wa leans, with facilities (as cargo offers) at 


12/23 Santa Cruz — Grace Cristobal? 1/6 pe : 
1/29 Santa Cruz Grace ~—- LA2/5. SF2/7 Se2/12 Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


SANTOS 


11/10 Del Mundo Delta NO11/28 Hol2/3 Bringing North and South America nearer each other. LLOYD 
11/12 Axeldyk Hol-Int NY11/28 Boll/30 Pal2/2 Bal2/3 Hrl2/4 BRASILEIRO makes the Good Neighbor a Close Neighbor. 
11/13 Mormacstern Mormac NY11/28 Bol2/1 Pal2/3 Bal2/5 Nf12/6 
11/15 Bahia SCross NY12/3 Bol2/9 Pal2/11 Bal2/14 Nf12/15 
11/17 Tucumar Dodero NY12/9 Bol2/13 Pal2/15 Bal2/16 Nf12/17 NEW YORK NEW ORLEANS 
11/17 Del Sud Delta NO12/2 
11/18 Skogaland Brodin NY12/3 Bol2/7 Pal2/9 Bal2/11 17 Battery Place 305 Board of Trade Bldg. 
11/20 Bow Brasil IFC NY12/3 Pal2/5 Bal2/7 Bol2/10 Hal2/13 
11/22 Brazil Mormac NY12/6 

11/23 Forester PAB LA12/13 SF12/15 Val2/20 $el2/21 Po0l2/25 
11/23 Mormacoak  Mormac Bal2/8 Pal2/10 Bol2/12 NY12/13 

11/24 Del Santos Delta .NO12/14 Ho0l2/19 

11/24 Branco Nopal  NO12/12 Hol2/15 

ie ie fe ror FAST DEPENDABLE DELIVERY 
11/26 Aagtedyk Hol-Int | NY12/12 Bol2/14 Pal2/16 Bal2/17 HR12/18 

11/26 Viorid Stockard NY12/14 Bal2/16 Pal2/18 
11/27 Mormacsea  Mormac Jxl2/12 Chsnl2/14 Bal2/16 rede wae «ae your mild coffees 
12/1 Itajai Brodin Bal2/15 NY12/17 Bol2/21 Pal2/23 to United States markets... 
12/1 Del Alba Delta NO12/21 Hol2/26 
12/3 Mormacswan Mormac 6012/19 NY12/21 Pal2/23 Bal2/24 rely on 
12/5 Bowhill IFC NY12/20 Pal2/22 Bal2/24 Bol2/27 Hal2/30 


12/5 Mormacrey Mormac LAl/1 SF1/4 Pol/8 Sel/10 Val/11 
12/7 ‘Del Mar Delta NO12/22 | 


12/8  Mormacrey Mormac NY12/23 Bol2/26 Pal2/28 Bal2/30 Nf12/31 


12/9 Paraguai —— Lioyd.«=—=«NO12/25_ Hol2/31 STEAMSHIP SERVICE 


12/10 Stella Marina Nopal N012/27 Hol2/30 
12/13 Argentina Mormac NY12/27 


12/14 America Lloyd NY12/31 
12/15 Del Viento Delta NO1/4 Hol/8 Regular Sailings between 


12/18 Pathinder PAB. LAL/8 SF1/20 Val/16 SeL/17 P01/21 GUATEMALA NICARAGUA 
2/29 Dae Gola NOMAD EL SALVADOR COSTA RICA 
1/2 Venezuela Lloyd NY1/20 
a) ae Oe eal HONDURAS = COLOMBIA 
and NEW YORK- NEW ORLEANS - HOUSTON 
and other U.S. ports 


























VICTORIA 


11/10 Panama Lloyd NY11/25 

11/13 Del Mundo Delta NO11/28 Hol2/3 
11/29 Del Santos Delta NO12/14 Hol2/19 
11/36 Domingos Lioyd NY12/14 NEW YORK: 

12/6 Del Alba Delta NO12/21 Hol2/26 Pier 3, North River 
12/16 America Lioyd NY12/31 
12/20 Delviento Delta NO1/4 Hol/9 NEW ORLEANS: 
1/2 Dei Valle Delta NO1/17 Hol/22 321 St. Charles St. 
1/4 Venezuela Lloyd NY1/20 





1 Accepts freight for New York, with transshipment at Cristobal, C. Z. 
2 Accepts freight for Atiantic and Gulf ports, with transshipment at Cristobal, C. Z. 
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TORM = LINES 


REGULAR — COFFEE SERVICE — _ DEPENDABLE 


from 


PARANAGUA — SANTOS — RIO DE JANEIRO 


to 


UNITED STATES ATLANTIC PORTS 


TORM LINES 
J. F. WHITNEY & CO., General Agents 
8-10 Bridge St., New York 4, N. Y. 


Cable: TORMLINE Teletype: NY 1-196! Tel. WHitehall 3-8100 








Our Cop Kanking Cargo Services 
MAINTAINED FOR MORE THAN 





© 60 YEARS 
Oy between VENEZUELA, THE CARIBBEAN, 
HAITI, DOMINICAN REPUBLIC 
and ~ U.S. ATLANTIC & GULF PORTS 


assure prompt delivery of your 
coffee shipments 


Royal iletherlands Steamship Company 


FREIGHT AGENTS 


ATLANTIC PORTS — FUNCH, EDYE & CO. — NEW YORK 
GULF PORTS — STRACHAN SHIPPING CO. — NEW ORLEANS 
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TEA BERTHS | 
CALCUTTA | 
| 


COFFEE from AFRICA 


You can be sure your 
coffee shipments from 


EAST AFRICA, ANGOLA, BELGIAN CONGO 
FRENCH CAMEROONS AND IVORY COAST 
will arrive promptly, if you specify “ship 


via Farrell Lines.” Our fast, modern 
cargo ships call reguiarly at these ports. 


12/2 —_Exminister Am-Exp Bol/5 NY1/7 


COCHIN 


11/10 British Prince Hal2/4 Bol2/7 Bal2/8 Nfl2/15 

11/19 Exmouth Am-Exp Bol2/14 NY12/16 

12/10 Exminister Am-Exp Bol/5 NY1/7 

12/10 Eastern Prince Hal/3 Bol/6 NY1/7 Bal/13 Nfl/14 
1/22 Javanese Prince Ha2/15 Bo2/18 NY2/19 Ba2/25 Nf2/26 
2/9 Cingalese Prince Ha3/5 Bo3/8 NY3/9 Ba3/15 Nf3/16 


COLOMBO 


11/15 Exmouth Am-Exp Bol2/14 NY12/16 

11/19 Fernhill Barb-Frn Gulf 12/31 

11/21 Gertrude Maersk NY12/23 Hal/4 

12/3 Belleville Barb-Frn Gulf 1/16 

12/5 —_ Exminister Am-Exp Bol/5 NY1/7 

12/7 Eastern Prince Hal/3 Bol/6 NY1/7 Bal/13 Nf1/14 


12/7 Oluf Maersk NY1/11 Hal/24 

12/19 Leoville Barb-Frn Gulf 2/1 

12/21  Ejidanger Maersk NY1/23 Ha2/2 

1/3 Bonneville Barb-Frn Gulf 2/16 

1/19 = Javanese Prince Ha2/15 Bo2/18 NY2/19 Ba2/25 Nf2/26 
2/6 Cingalese Prince Ha3/5 Bo3/8 NY3/9 Ba3/15 Nf3/16 


DJAKARTA 


11/12 Belleville Barb-Frn Gulf 1/16 
11/15 Lykes N012/28 
11/18 Maersk NY1/11 Hal/24 





11/28 i Barb-Frn Gulf 2/1 
12/12 i Barb-Fm Gulf 2/16 


One of 
the major 
American 
steamship 

companies 


linking the 
U. S. with 
all three 
ocean coasts 


of Africa 


LL LINES 


12/21 Prince Ha2/15 Bo2/18 NY2/19 Ba2/25 Nf2/26 
eNCORPO RATED 


12/28 Barb-Frn Guif 3/2 
Ha3/5 Bo3/8 NY3/9 Ba3/15 NF3/16 


1/7 i Prince 


HONG KONG 


11/15 Land 
11/18 Nicoline 
11/24 Sea 
12/3 Sally 
12/18 Anna 


KOBE 


11/10 = Johannes 
11/19 Land 
11/25 Nicoline 
12/10 Sally 
12/25 Anna 


Pioneer NY12/24 

Maersk SF12/11 NY12/29 
Pioneer NY1/6 

Maersk SF12/25 NY1/1 
Maersk SF1/11 NY1/30 


$F11/26 NY12/13 
NY12/24 

$F12/11 NY12/29 
$F12/25 NY1/1 
$F1/11 NY1/30 





26 Beaver Street 


New York 4, N. Y. 
Telephone: WHitehall 4-7460 





Mamenic Line 


Marina Mercante Nicaraguense, S.A. 


DIRECT SERVICE 


FROM 


PUNTARENAS 
SAN JUAN DEL SUR 
CORINTO 
AMAPALA, LA UNION 
LA LIBERTAD, ACAJUTLA 
i a, SAN JOSE DE GUATEMALA 
oe = ae PANAMA & CANAL ZONE 


2 : bt : Farrell NY2/6 TO 
11/15 Johannes Maersk» SF11/26 NY12/13 U. Ss. ATLANTIC 
AND GULF PORTS 


11/23 Land Pioneer NY12/24 
11/30 Nicoline Maersk $F12/11 NY12/29 
12/15 Sally Maersk SF12/25 NY1/1 
AGENT U.S. GULF PORTS 
BIEHL & CO. 
1612 Pere Marquette Bidg., New Orleans 


12/31 Anna Maersk SF1/11 NY1/30 
“Slogans we like” department Express 2501 

Add to the roster of slogans we like this choice motto, CINE he Oe ee CN ALT Wale). 
used by the institutional division of Standard Brands Inc. CO. INC, AGENT 


in restaurant advertising: 17 Battery Place, N.Y 4 WHitehall 4-7080 
“Good coffee is always good business.”’ Pere Marquette Bldg, New Orleans, Canal 9948 


SHIMIZU 


11/12 Johannes Maersk $SF11/26 NY12/13 
11/21 Land Pioneer NY12/24 

11/27 Nicoline Maersk $F12/11 NY12/29 
12/12 Sally Maersk $F12/25 NY1/1 
12/27 Anna Maersk $F1/11 NY1/30 


TANGA 


11/16 Afr Lightning Farrel) NY12/21 
11/24 Tyson Lykes N012/25 
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offers a fast fortnightly freight service 


between 
CALLAO 
PERU 
GUAYAQUIL 
ECUADOR 
BUENAVENTURA 
COLOMBIA 


NEW YORK 
PHILADELPHIA 
BALTIMORE 
NEW ORLEANS 
HOUSTON 


ee 


New York Discharging Berth 
Pier 4 New York Docks 
MAin 5-5183 


WEST COAST LINE, INC., AGENTS 
67 Broad Street, New York 4, N. Y. 
WHitehall 3-9600 


309 Carondelet Bldg., New Orleans, La. 
TUlane 6751 














% A Coffee Convention Feature 


A battery of Burns rotary screens. 


automation in green coffee handling 


(Continued from page 63) 





Burns No. 39 Rotary Screens for removal of chance over- 
sized beans or heavy splinters, so often found in green 
coffee. 

Again the automatic master panel takes over and directs 
the coffee to one or another of the feed bins above three 
large Burns Green Coffee Mixers. This same panel drops 
the entire charge into the mixer at precisely the correct 
time and permits the mixer to perform its blending func- 
tion for a preset period, after which the coffee is discharg- 
ed into elevators which take it automatically to storage 
bins feeding the roasters. 

Each piece of equipment handling the coffce, whether 
it be a dump unit, elevator, conveyor, mixer or the like, 
is connected to a Keenan dust removal system. This 
dust control not only reduces plant maintenance but also 
improves working conditions and employee morale. 

The entire green coffee is extremely flexible and trouble 


Three Burns green coffee mixers, with dust suction piping. At the 
extreme right is the master control panel for automatic air operation 
of all gates. 
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free. Such systems are in use for both large and small 


capacities, all designed for strict uniformity and high | 


quality control. 


For many years, we have all joked about “push-button” | 
plants. Now this dream is a reality. An automatic green | 
coffee system, such as M.J.B.’s, in combination with con- | 
tinuous roasting, cooling and stoning, automatically con- 
trolled distribution and storage of roast coffee, automatic | 
grinding and handling of ground coffee, and continuous | 
packaging leaves little in the domain of manual operation. | 
Saving in the cost of labor can be tremendous, and control | 


of quality becomes an easy task. 


recent coffee trends in Colombia 


(Continued from page 101) 





business becomes stagnant, which is what has happened re- 


cently. It makes it necessary for the shipper to go into 


the curb or free market for dollars and buy that difference, | 


paying, say 3 pesos, or more, for dollars that he had sold 
at 2.38. 

On the face of it, the system would not seem to benefit the 
economy of the country, since the dollars that come in 
one door go out the other. One aggravating circumstance 
is that if the system works at all it becomes increasingly 
more difficult, because the curb dollar comes into pro- 


gressively larger demand, causing depreciation of the Colom- | 
bian currency, and making the discrepancy greater each | 


time between the official and the curb exchange, whereas up 


to recent times there was hope that Colombia would be | 


among the first of the South American countries to re- | 
establish one single exchange for all transactions. 
A high street exchange naturally tends to dampen con- | 
fidence abroad and to make external credit harder and more 
expensive. 
However, the experience is that Colombians do not wait 
until crises of changed conditions overwhelm them before | 


they start setting up remedies. 
imbursement price has been readjusted, and it is to be 
supposed that as the new crop begins to move, the flow of 
coffee out of the country and the incoming of dollars will 
follow a fairly normal course again. 


the road ahead for coffee 


(Continued from page 103) 





Although in the first years of the overproduction the 
latter may be the gainers, in the long run they will suffer 
because plantations will be abandoned, just as they were 
in the 1930's and 1940's. 


It is unbelievable that in the twentieth century the coffee | 
industry has not yet learned to come to a better under- | 
standing among coffee growers and consumers, and stop | 
trying to get the better of one another but keep together; | 
since we are both in the same boat and cannot sail separ- | 


ately, as it is being done now. 

The slogan of coffee growers and consumers should be 
“protect each other, so as not to sink the boat in which 
we all sail.” 
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NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
WhHitehall 3-1572 


New Orleans—Biehl & Co., Inc., Pere Marquette Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 

Paranagua—tTransparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 





At this writing, the re- | 


Ship Via GSA 


LL LOGE 


GULF & SOUTH AMERICAN 
STEAMSHIP CO., INC. 


AMERICAN FLAG SERVICE 
To the West Coast of South America 


Fortnightly Service . . . with Limited Passenger 
Accommodations. Expert Cargo Handling. 
Contact Us Today! 


GULF & SOUTH AMERICAN STEAMSHIP CO. INC 


620 Gravier Street . New Orleans, ta 
In Other Cittes Contact Groce Or lykes 














. STUART & CO. 


66 BEAVER STREET 
NEW YORK CITY 


FLOOR BROKERS 


A small section of the Eppens, Smith plant in Long Island City, with 
three Burns No. 14 Compactor Mills in the foreground. 


The New York Coffee 


& Sugar Exchange, Inc. 100 years of coffee service 
(Continued from page 88) 





service to tea distributors and is one of the leading packers 
of tea bags in the country, as well as a distributor of a 
Telephone: Digby 4-2170 - 2171 large volume of bulk tea. . 
In May, 1947, the Eppens, Smith tea and coffee packing 
Cable address — Musketeer plant moved to its present site in Long Island City. One 
of the largest installations in the East, the modern, fully- 
equipped plant occupies 135,000 square feet of floor space, 
devoted to coffee roasting and packaging in vacuum cans, 
glass jars and bags, and to tea packing in bags, glass jars and 
cartons. 
Eppens, Smith packs under private labels as well as under 
the house brand names—Holland House Coffee and Tea, 


and Pride of Kildare and Challenge Tea. 
The modern seven story building houses machinery 
° equipped with the latest safety devices and capable of roast- 


ing and packaging about 168,000 pounds of coffee, green 
weight, in an eight-hour day. The plant also has tea bag 
machines which can produce either the pouch type or the 
HIGHEST QUALITY heatseal type of tea bag, with or without strings and tags. 
The building also houses the modern glass brick-walled 
WASHED SALVADORS offices, sound-proofed, air-conditioned and lighted with re- 
cessed fluorescent fixtures. Shipping and materials handl- 
ing are facilitated by a railroad siding and a six-truck loading 
platform which permits the company’s fleet of trucks to roll 
right into the first floor. 


MANON Today the Eppens,Smith Co. continues in its accustomed 
role as a supplier of top quality coffee and tea to the 


S ANT A LUCI A American wholesale markets. The company emphasizes that 
all of its blends are scientifically created and packaged by 
the most efficient equipment available, using the most ad- 


ATEOS vanced techniques yet developed. 
What about the next 100 years? The company looks 
forward confidently to a new century of service to the 


great American coffee and tea market, 


TTA ALAA | — UNTVNORAAUTU UT 














Coffee cruzerio rate 


SAN SALVADOR, EL SALVADOR, C.A. Under present regulations, Brazilian merchants still can 
get 2682 cruzeiros per bag of coffee, even if the price slips 
to 6414, cents a pound in U.S. currency. 
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Greatest speculators in coffee 


Trading in any commodity for future delivery entails 
elements of speculation. Actually, speculation means 
assuming an economic risk with a profit motive. Coffee 
growers, who wait five years for the seeds they plant 
during times of high prices to become profitable trees, 
think of themselves as the greatest gamblers and specu- 
lators in the coffee industry. 

—Andres Uribe in Brown Gold: The Amazing Story of 
Coffee. 








prices and crises 
(Continued from page 99) 





under the aegis of the Organization of American States oi 
the United Nations, through committees appointed by mem- | 
ber governments, or even through existing trade organi- 
zations. 

The general objective of the organization should be: | 
(1) to assure supplies of coffee to importing countries and | 
markets for coffee to exporting countries at fair and stable) 
prices; (2) to promote coffee consumption throughout the | 
world; (3) to bring the benefits of science and technology | 
to producing and processing areas; (4) to maintain the) 
purchasing power in world markets of those countries whose | 
economies depend largely on the exporting of coffee; (5) to. 
aid the financing of coffee in those countries whose limited | 
economies prevent direct financial assistance. | 

Some members of the industry reject the idea of a supra- | 
national organization, claiming it invites governmental con- | 
trol of the industry. However, it can be pointed out that | 
coffee is one of the world’s few vital crops which remains | 
without some sort of trade or governmental guidance. Tea | 
is marketed so equitably by the British that it might well | 
be listed as a controlled commodity. Wheat, cotton and| 
sugar have profited enormously in the past decade from in- | 
ternational marketing agreements. 

Leaders from every area of the coffee trade have agreed 
on the need for an overall controlling commission. Un- 
fortunately, they have never raised their voices in unison 
No section of the coffee trade today can afford to stand 
alone, for it is impossible to foresee with certainty the 
future of the industry even one year hence. 

The international coffee trade includes men of extra- 
ordinary vision and intelligence. The security of the trade | 
depends on their collective action in the immediate future. | 
The alternative is the needless continuation of the cycle of | 


boom-and-bust. 


coffee in crisis 
(Continued from page 95) 





now engaged in the most extensive ‘“One-For-The-Road” 
campaign since the program was begun six years ago. | 
This is the program designed to get Christmas and New | 
Year celebrants to make their final party drink a cup of | 
coffee instead of the usual alcoholic beverage. The cam-| 
paign, incidentally, is enthusiastically endorsed by leading 
highway safety organizations throuhgout the country. 
Public relationswise, the industry must intensify its 
efforts to regain the American public's goodwill. While 
I am writing this article as the U. S. representative of the 
Brazilian Coffee Institute, in my capacity as President of 
the Pan-American Coffee Bureau I ‘am, of course, familiar 
with efforts being made along this line. Both in paid 
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VOLKART BROTHERS, CO. 


Jmporters e Exporters 


SPICES 


COFFEE 
Spot & Futures 


60 BEAVER STREET 
NEW YORK 4, N. Y. 

















ALUMINUM COMPANY 


Drip-Olator URNS 
BETTER COFFEE MAKERS 


x Restaurants 

* Cafes 

% Lunch Counters 

% Churches 

% Cluls 

*% Private Homes, or wherever 
large quantities of delicious 
uniformly Lrewed coffee is 
desired 


Easy to clean — Easy to use — 
Requires no bags, cloths or 
filter papers. Makes the same 
full-bodied brew everytime. 


DU-48 URN 
48-cup capacity — original, 
genuine drip process. Tomlinson 
No-Drip Faucet. Three way 
switch. 110-120 AC and DC 
current 


GE-18 URN 


LE: Sravy.) capacity The little 
brother to the 48-cup urn 


THE 
ENTERPRISE 


Only 
Enterprise 
Makes the 
Genuine 


Massillon, Ohio Coeeree 


139 














ESTABLISHED 1888 


SAN SALVADOR, EL SALVADOR, C. A. 


EXPORTERS OF SALVADOR AND 
HONDURAS COFFEE 


Our own brands: 


Washed Salvador coffee: 


ALTA VISTA 
BUENA VISTA 
CUZCO 
ORANIA 
MONTE ALEGRE 
NORGA 

RUMBA 


Washed Honduras coffee: 


LA PERLA 
ESMERALDA 


Unwashed Salvador coffee: 


MARGOT 
FLORIDA 
EVA 

G.L. & C. 


Unwashed Honduras coffee: 
ADRIA 


CASA GOLDTREE-LIEBES & CO. 











AMEDEO S. CANESSA 


CASA FUNDADA POR A. CANESSA EN 1869 
(Established by A. Canessa in 1869) 


SAN SALVADOR, EL SALVADOR, C.A. 





WASHED COFFEES 


AMEA ° LVLI 

_ CENTRAL STRICTLY HIGHGROWN 

CENTRAL HIGHGROWN 
CENTRAL STANDARD 








Also stock lots of Unwashed Salvadors for immediate shipment 
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advertisements in leading newspapers and magazines and 
in publicity stories in all media, the Bureau has been 
telling and is continuing to tell the American people the 
facts about coffee, without distortion. It explains the 
reasons for rising prices, and informs the public of the 
high risks and expense involved in the production of 
coffee, the hazards of insects, droughts, frosts, etc. 

These activities also consist of stories which point out 
the importance of coffee in inter-American trade, as a 
product which provides the dollars with which Latin 
Americans purchase American-made goods. 

Coffee men should not be lulled into a false sense of 
security, simply because the recent furore about high 
prices has subsided. Coffee still faces many problems. 

Great fluctuations—from famine to feast and back to 
famine for coffee growers—are the greatest hazards facing 
coffee. Instability and uncertainty over adequacy of prices 
are harmful to grower and roaster alike. The best minds 
of the entire industry should concentrate on solutions to 
this problem. 

The industry should take steps to keep the American 
people informed concerning the economic facts about cof- 
fee—about the status of supply and demand, and the 
possibility of future price increases. 

An informed public is an understanding public. Only 
by letting the consumer know the facts concerning his 
favorite beverage can coffee maintain its position as the 
country’s favorite beverage. Only in this way can the 
industry forestall future boycotts of coffee, and avert 
further investigations of industry operations, and a repe- 
tition of unjustified charges of market manipulation. 


individual coffee bags 
(Continued on page 140) 





that coffee bags are available. Controlled point-of-sale 
promotion material is sufficient on a test. A simple an- 
nouncement within their regular advertisements on ground 
coffee that the same coffee is now available in one-cup 
bags like tea bags is sufficient promotion for general distri- 
bution of the new product. 

Such promotion does not entail an additional advertis- 
ing appropriation. The introduction of coffee bags, there- 
fore, unlike other new coffee products or solubles can be 
very successfully completed at little or no extra promotion 
expense to the roaster. The coffee the bags contain is 
the identical ground product the roaster has been packing 
for years, and unlike solubles there is no competition re- 
quiring an expensive advertising campaign to hold one's 
own position. 


let's get the answers—and let's go 
(Continued from page 55) 


























COFFEE & TEA 


with very little promotional help from the outlets that 
it benefits the most. 

As regular readers of this particular pillar will un- 
doubtedly recall, our unvarying plaint in times past has 
been the contention that the coffee industry usually gave 
the institutional segment of the coffee trade a rather short 
shrift when it came to annual advertising and promotion 
programs. This year that plaint is no longer valid. This 
year it must be admitted that the Pan-American Coffee 


Flavor Field 


INDUSTRIES and The 








Bureau and The Coffee Brewing Institute have done more 
than right by the institutional trade. And so, the shoe is 
now on the other foot. Because now it is up to us, who T COM PANY 
contact the H & R trade, to prove that our customers BR 
will take advantage of the opportunities being offered 
them, IMPORTERS OF COFFEE 
Since it can be assumed that the consumer interviews 
will prove beyond doubt the importance of good coffee 
in the mind of the average restaurant patron, the coffee 431 GRAVIER STREET 
industry must be prepared to publicize and emphasize NEW ORLEANS 12 
that fact to the instiutional operator as dramatically as 
possible. 
It is generally agreed that one of the biggest selling 
jobs for the future is getting the institutional operator |, 
“we on the track Pe ie (unstretched) yore Nianhas,: Mi ¥~ Satine Fagen, Senn 
And it is also agreed that nothing can be more effective 
in bringing about such a switch than a dramatic an- 


nouncement which proves the importance of better (un- | 
stretched) coffee. | R. Markey & Sons Inc. 


It is to be hoped that the coffee industry will, therefore, Estoblished 1863 
be as farsighted and generous in promoting and explain- 
ing the consumer survey's findings as it has been in setting 
up the survey itself. If this is done, and if the restaurant 95 FRONT STREET 
Operator responds with a better cup of coffee, there is || 
no reason why 1955 should not make up for any goodwill NEW YORK CITY 5 
ground that may have been lost in 1954, ° 


good coffee is good business | CERTIFIED WEIGHERS 
Semana: Pvt Bnet 4) | INSPECTORS, SAMPLERS 
| AND SUPERVISORS 


Cable Address: BRIGHT 























National Restaurant Association for distribution to its 
membership. 

Hand-in-hand with this effort, the Institute has con- 
ducted an extensive consumer program in the press, na- 
tional women’s magazines, newspaper syndicates, radio and |} CARBURGH COMPANY INC 
television. Here again it has sought the cooperation of the | S ; . 
roaster by offering materials for distribution to the general | 


public. These have included an attractive eight page 
brewing booklet, ‘How You Can Make Good Coffee Every 


Time’, which carries simple and concise home brewing Coffee Cocoa 











directions for every type of modern appliance; the standard 
coffee measure; and copy for suggested brewing directions 
to be printed on containers. 


Response to this program has been encouraging. To 
date, approximately 1,000,000 measures have been dis- | 90-96 Wall Street New York 


tributed, as well as 100,000 home brewing booklets. 
The very live consumer interest that exists insofar as 


BRODIN LINE 


Regular Service for Coffee Shippers 
FROM 


Brazil Ports 


TO 


United States Atlantic Ports 
THOR ECKERT & COMPANY, INC., Generat Agents 


19 RECTOR STREET, NEW YORK 6, N. Y. @ Digby 4-866 
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coffee brewing is concerned has been revealed in the re- 
action to a radio script on the subject which was prepared 
and distributed to stations throughout the country by The 
Coffee Brewing Institute. This material has been broadcast 
in 44 of the 48 states, as well as Alaska, and used by 12 
television stations, 

A covering letter accompanied the script, as well as 
a business reply card requesting information as to the use 
or possible use of the material, together with dates and 
other pertinent information. Home brewing booklets 
were also offered for free listener distribution. To date, 
over 15,000 booklets have been used for this purpose. 

In the field of technical research, the Institute has been 
no less active. Here, again, it has invited assistance from 
recognized leaders who offer advice and counsel as mem- 
bers of its Technical Advisory Committee. This body, 
which meets periodically, has reviewed and recommended 
scientific investigation in several important areas. Thus, 
today technical research programs are in progress at the 
Massachusetts Institute of Technology, Ohio State Univer- 
ity and the University of California, as well as private 
laboratories. Out of these studies will come information 
on water, extraction and flavor, and the place each plays 
in producing a cup of fine coffee. 

This, like all the other phases of the Coffee Brewing 
Institute campaign, has been designed to assist the in- 
dustry in general. It is part and parcel of an integrated 
package which in whole or in part can be usefully and 
beneficially employed by the roaster, the restaurateur 


and the consumer. Its effectiveness depends in a large 


measure on the continued cooperation of the trade. 

Our optimism is rooted in the fact that to date it has 
elicited a gratifying response, with promise of even greater 
participation in the future. 


let's sell more coffee 
(Continued from page 37) 





people are also active in their efforts to take away our 
heretofore undisputed title of “America’s favorite 
beverage.” 

The success of our competitors can be attributed to 
their unity and their resultant strength in reaching the 
public. 

But this should not dismay us. It simply proves what 
we have known all the time. We, too, can and should 
close our ranks and aim at the same objective—the good- 
will of the American people for our product. 

Despite the onslaughts of the past year, coffee is still 
America’s favorite hot beverage. This, in itself, is a 
victory. 

And, although our grip on the top rung of the beverage 
ladder has been effectively attacked, I am confident that 
with unity and an expanded program, we can not only 
strengthen our hold on the Number One spot, but also 
make coffee unquestionably the first and foremost choice 
of the American consumer. 

Let’s make more friends for coffee. 
more coffee. 


Let’s sell coffee, 





UFININDO 
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August 
September 
October 
November 
December 


January 
> oe 


Coffee Movement In The U. S. Market 


(Figures in 1,000 bags) 


Total 
Entries Brazil 


Deliveries—from 
Others 


1953 


734 
753 
539 
576 
734 
408 
1,090 
732 
761 
1,142 


1,022 
1,351 
HOS 
744 
949 
630 
836 
766 
701 
1,095 


1954 


838 
664 


735 


821 
1,278 


“Total 


1,756 
2,104 
1,202 
1,320 
1,683 
1,038 
1,926 
1,498 
1,388 
2,237 


1,659 
1,942 





Visible ee of Month 
Brazil 


832 
835 
44 
475 
624 
712 
724 
720 
863 
1,203 


1,075 
881 


755 


438 
375 
403 
374 
470 

38 
401 
483 
365 
332 


385 
511 
479 


Total 


1,270 
1,210 
1,047 

849 
1,094 

750 
1,125 
1,203 
1,228 
1,535 


1,460 


634 
532 
303 
162 
247 
266 


518 





Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 


1,224 1,959 
814 1,448 852 365 
499 1,031 687 362 
789 1,092 452 439 
592 754 311 596 
552 799 438 640 
529 795 320 57 
398 916 543 590 








coffee bags in today's market 


(Continued from page 77) 





ahead. If he knows his onions, he won't show you any- 
thing that can’t be properly printed on his equipment. 

For those roasters who serve the housewife via door-to- 
door route trucks, an attractive package is of increasing 
importance. Your package is not competing with others 
on a market shelf, it’s true, but it is competing with what 
she has seen in the store. A good looking bag will help 
keep her sold. 

Frankly, fancy printing on a restaurant, hotel or in- 
stitutional package is not as important as on the retail 
package. It should, however, be clean, attractive, and have 
remembrance value. It represents good, low cost adver- 
tising which is seen daily, in some cases many times, by 
the personnel responsible for coffee brewing. 

If you are marketing a real quality coffee for the 
restaurant trade, a fancier bag warrants your serious con- 


sideration. It goes a long way toward enhancing the pres- 
tige of your deluxe grade coffee and your company. 

With increased volume of instant coffee going to insti- 
tutions, vending machines and restaurants, bag manufac- 
turers have been called up to supply eight and 16 ounce 
bags which will afford a new high in protection. 

Because of the hygroscopic nature of instant coffee, a 
protective barrier had to be utilized which would com- 
pletely eliminate moisture and yet not be handicapped by 
the standard glued bottom and seam. To this end, bag- 
making equipment has been developed which completely 
heat seals the bottom and seam of the inner liner. The 
standard outer “sheet’’ supplies the necessary strength to 
fully protect the inner liner, which in turn protects the 
contents. Here again, because of the value of eight to 16 
ounces of instant coffee, a well-designed and well-priced 
premium package represents an excellent investment. 

Coffee bag manufacturers, we feel confident, will look 
forward to, and accept the increasing challenge of doing 
everything possible to help roasters to do an ever increas- 
ing volume of business in 1955. 
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Serving The Coffee, Tea @ Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


Import, Export and Bonded Trucking 


Riverfront Warehouses 
|Bowne Morton’s Stores, Inc. 


| 611 SMITH ST. BROOKLYN, N. Y. 


MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 
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tea and the human factor 


(Continued from page 28) 





doubtful that they could have any effect on gout. 

Hypertension (high blood pressure), as well as several 
other diseases is treated by sedation. Tea and its relatives 
have often been denied to these patients because of their 
stimulating effects. Unfortunately, the complete denial of 
such beverages to a patient who enjoyed them was often 
psychologically more disturbing than any physiological 
stimulation he might have received from the continued use 
of tea. Often at the same time he was denying these 
beverages to the patient, the physician was making use of 
the beneficial pharmacological action of one or more of the 
purified xanthine drugs to dilate the vessels to the heart 
and kidneys and to relieve the concomitant headaches. 

It seems ridiculous to deny the pleasant beverage and 
at the same time use the drug products in treatment, so 
today tea and its allies are not usually denied, but their 
intake is controlled so that the patient with hypertension 
or a similar condition will not overindulge. 

The one contraindication for tea with which can 
readily agree is that of denying the beverage to that rare 
individual who gets a response from a single cup of tea 
which is actually a toxic reaction. Fortunately, such persons 
are rare. Largely this becomes a temporal denial of the 
beverage to those with a sufficient degree of nervous system 
irritability that they suffer with insomnia after the evening 
ingestion of tea. Children are the most susceptible to this 
nervous system excitability. Since in addition, the in- 
gestion of caffeine beverages may interfere with the con- 
sumption of necessary foodstuffs, the beverages in question 
are usually wisely omitted from youthful diets. 


we 


Tannins in tea 


Various medical textbooks discuss the tannins of tea as 
if they were undividedly tannic acid, which is irritating to 
the gastric mucosa and deleterious to digestion. Consider- 
able research needs to be done in this area. There is indi- 
cation that a considerable portion of the tea tannins are 
actually pseudotannis which have considerably lost action 
in precipitating proteins and are much less astringent than 
tannic acid itseif. Also, two experimental studies which 
have been reported indicate that tea tannins and caffeine 
have an antagonistic action to each other when they occur 
together naturally, as they do in a cup of tea. Thus each 
appears to counteract the gastrointestinal disturbing factors 
of the other. Whether this is actually the mechanism or 
not may be undecided, but a very recent report firmly con- 
cludes that tea taken as a beverage need not be contra- 
indicated in the treatment of most gastrointestinal con- 
ditions. It has been reported that tea tannins possess 
Vitamin B activity and that Vitamins B, C and E have been 
isolated from various teas. These are controversial areas 
needing definite research. There are similar conflicting 
reports on the protein content and food value of tea which 
need elucidation. No two diet lists seem to agree on the 
calorie and energy value of tea so this problem needs 
solution. We might even raise the question of why the 
Arctic and Antarctic explorer chose tea for his beverage. 

These few random suggestions make it apparent that less 
may be known positively about the human factor of tea and 
its constituents than are yet known. Of these things 
that are understood we have only considered a few. 
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In conclusion, it is safe to say that the tea habit is common 
among both physical laborers and brain workers. There is 
no doubt a certain degree of habituation to this beverage 
results in part from its true reduction of fatigue. 

Its use is not regarded, however, as an addication or a 
drug habit, for tea, like the other caffeine beverages, is an 
integral part of the modern diet. There is no concrete 
evidence of harmfulness, though an occasional case of over- 
indulgence must be relieved and an occasional hypersensitive 
individual must learn self-control. The feeling of well-being 
resulting from tea time is one few would relinquish. 


NCA seeks shift to offensive 
after year of coffee turbulence 
(Continued from page 34) 





The Wednesday, December Ist, session will hear Mr. 
McKiernan report on the eventful year drawing to a close. 

Developments on an increasingly important coffee front, 
proper brewing, will be reviewed by Eugene Laughery, gen- 
eral manager of The Coffee Brewing Institute, assisted by 
Leo Nejelski, who is completing a hotel and restaurant 
survey for the Institute. 

A full hour has been scheduled for the panel discussion 
on soluble coffee, which will be held that morning. 

Thursday, December 2nd, the session will be chaired by 
Mr. Hanemann. The meeting will hear one of the leading 
merchandisers in the country, J. Sidney Johnson, director 
of trade relations for the National Biscuit Co. 

He will be followed by a panel discussion on merchan- 
dising which will delve into the coffee break, public re- 
lations, the hotel and restaurant field and the untapped 
pre-voting age market, 

Moderating this pane will be Mr. McKiernam. — Par- 
ticipants will include Eugene Gilbert, authority on pre- 
ferences of the pre-voting age group; Jerome Neuman, 
chairman of NCA’s public relations committee; and J. L. 
Robinson, of Jabez Burns & Sons, Inc. 

Conventioneers will also have an opportunity that morn- 
ing to see movies produced by the Pan-American Coffee 
Bureau and The Coffee Brewing Institute. 

On Friday, the convention will go into the annual busi- 
ness meeting, holding elections under the revised con- 
stitution. 


Boca Raton recreation 

Although events are making the business sessions more 
important than ever before at Boca Raton, coffee men, with 
fond knowledge of the recreational facilities at the Florida 
resort, are also looking forward to sports and social events. 

Golfers will again compete for the Pan-American golf 
trophy tournament. In addition, there will be a tourna- 
ment for the ladies and a putting contest. Handling the 
golf arrangements is Austin O’Brien. 

Also on tke sports caiendar is tennis, headed up by 
C. W. “Tex’’ Cook. 

Deep-sea fishing is scheduled for Tuesday, Wednesday 
and Thursday afternoons, with W. Ferd Dahlen in charge 
of arrangements. 

Roasters and greens will take to the softball field for 
the annual tournament. Jack McCarthy, as chairman, will 
try to keep things in the semblance of a ball game. 
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the need for standards for vanilla beans 


By DR. ARTHUR S. WENDT, Chairman 
Standards Committee 
Flavoring Extract Manufacturers Association 


(This article is from a report by Dr. Wendt to the Vanilla 
Bean Association of America.) 


The Scientific Research Committe of F.E.M.A. has done 
a lot of work on the standardization of methods of 
analysis for vanilla extracts. Most of this work has been 
published in our annual proceedings. 

At present we are considering sponsoring research 
to discover new methods of 
analysis or undetermined 
constituents in vanilla that 
could serve as better yard- 
sticks for measuring the 
purity and quality of pure 
vanilla products. Work on 
analytical methods, while 
time consuming, should not 
be too difficult. While re- 
sults achieved might not be 
100 per cent effective in poli- 
cing the industry, they could 
go much farther than our 
present analytical tools in banishing gross adulteration. 

Basic research to discover an ingredient in vanilla 
that would be constant for all types of beans and prac- 
tically invariant in range, so that it could serve as a 
feasure of purity, would be a problem of infinitely great- 
er complexity. Work of this nature would cost a jot 
of money, and while a lot of basic information as to the 
nature of the flavor of vanilla beans might be obtained, 
whether any of this data could be used to set up rigid 
standards for vanilla is highly problematical. 

The work of F.E.M.A. on standardization of vanilla 
extracts and other vanilla products should be accompanied, 
if not preceded by, a standardization of the basic raw 
material involved—vanilla beans. Practically all the 
beans entering the United States come through the hands 
of the members of the Vanilla Bean Association. They 
have to judge the quality and the grading of the vanilla 
beans they purchase, and hence they are best fitted to 
devise standards for these beans. 

It would be presumptuous of me to tell the experts 
here how to grade vanilla beans. You have been the 
authorities in this field for many, many years. However, 
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as a consumer of those beans I would like to proffer 
some suggestions that might be used as a basis for 
standards to be set by your association, that would tell 
us more about the beans we purchase. I realize that 
basically we get only what we pay for. All I want to 
know is what we are paying for, and what is the yard- 
stick used. 

First: What is a vanilla bean? The Pharmacopoeia 
of the United States, revision XIV, recognizes vanilla as 
the cured, full-grown, unripe fruit of Vanilla Planifolia 
Andrews, known in commerce as Mexican or Bourbon 
Vanilla, or of Vanilla Tahitensis Moore, known in com- 
merce as Tahiti Vanilla, (Family Orchidaceae). The most 
recent federal specification, EE-E 911b, October 2nd, 
1952, just refers to “prime vanilla beans’. But they 
do state that the U.S.P. forms a part of this specification. 

The State of Wisconsin defines a vanilla bean as the 
dried, cured fruit of Vanilla Planifolia Andrews. Texas, 
South Dakota and Minnesota define it as the dried, cured 
fruit of Vanilla Fragrans (salis.) Ames (V. planifolia 
Andr.) Pennsylvania wants an extract prepared from 
vanilla bean, except vanilla pompona (Wild Vanilla). 

Some purchasers are under the impression that a vanilla, 
prepared in whole or in part from Tahiti beans, will not 
meet the specifications of certain governmental agencies. 

It would be helpful to find, in a definition of vanilla 
beans from an authoritative source such as your associa- 
tion, the status of vanilla beans from Java, South America, 
Dominican, Ceylon, Guadeloupe and other areas. The 
situation in Guadeloupe, particularly, could stand some 
clarification). 

Second: The basis used for grading beans, if possible, 
should be pinned down more closely with specific reference 
to moisture. While there is a large variation in moisture 
from fat prime beans, that may run as high as 45 per 
cent to very dry hard cured, that may be as low as 15 per 
cent, there is a much narrower range within the grade 
itself. For example: 

35—45 per cent 
30—35 per cent 
25—30 per cent 
Fourths 15—25 per cent 

These figures are suggested as possible ranges for 

each grade, not definite limits now in use. Possibly a 
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better method of classification could be based upon the 
number of beans to the pound per length of bean. I 
understand that this method of classification has already 
been proposed as one of the criteria for quality of a bean. 
A nomograph might be worked out in which the three 
variables of moisture, bean length and number of beans 
to the pound, would be used as factors. 

Third: Proper labeling of recured beans as such. There 
is no objection to its use, but we would like to know 
what we are buying, and a bean that has been recured 
forms a class that should be properly labeled just as much 
as the splits and firsts, seconds, thirds and fourths are 
labeled. 

Fourth: The variation in Mexican cuts is tremendous. 
I can see the difficulties of classifying this type of product, 
but I have no doubt that specifications could be set up 
so that two or three grades of this product could be so 
classified and labeled. The inclusion of other varieties 
of bean, such as Javas and Dominicans in Mexican Cuts, 
are more a matter of integrity of the dealer than need 
for standardization. However, I see no objection to 
a general classification of vanilla bean cuts that are so 
labeled. 

Fifth: The basic principle on which all beans should 
be graded, namely flavor, unfortunately is very difficult 
to measure accurately in establishing a standard. The 
standards proposed by Monsieur Josselin of Madagascar 
refer to the aroma and flavor of each grade. While we 
can detect off flavors, earthy and moldy aromas, and 
other defects in perfume and taste, I am afraid that the 
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SCHUTZ-O'NEILL ROLLER MILL 


Primarily a granulator, the new Schutz-O’Neill 
Ball Bearing Roller Mill cuts down the amount of 
powdery residue in the ground product. Double 
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day when we can accurately give a quantitative figure to 
measure the amount and type of vanilla flavor we 
are buying is still very much in the future, important 
though it may be. ; 

I have tried to offer the thoughts of a consumer of 
vanilla beans on what he would like to see on the label 
of the tins he buys regarding the quality of the beans. 
In essence, it all boils down to the fact that all I am asking 
for is a little more information about the product I am 
buying. 

Some of these ideas may be practical, some may not be 
feasible; but the need is there, and the experts best fitted 
to fill that need are you gentlemen of the Vanilla Bean 


Association, 


Farrell named Gentry sales manager 

George E. Clausen, president of the Gentry Division, 
Consolidated Foods Corp., Los Angeles, has announced the 
appointment of Joseph D. Farrell as sales manager in charge 
of national distribution for the 35-year-old seasoning firm. 

Mr. Farrell moves up from New York regional manager, 
a position he held since joining Gentry in December, 1949. 

A graduate of the School of Business Administration, 
Columbia University, Mr. Farrell has been in the food- 
selling field for some 20 years. As Gentry sales manager 
operating out of Los Angeles, he will direct the activities 
of branch offices in Chicago and New York, as well as ten 
direct sales representatives and 30 broker-representatives 
throughout the country. 

Oscar Schek succeeds Mr. Farrell as New York regional 
manager, while Arthur S. Pettit of Los Angeles, who has 
been doubling as sales manager, becomes account service 
manager. 

The largest firm of its kind in the United States, Gentry 
manufactures dehydrated onion and garlic seasonings at 
Gilroy, California, and chili, paprika and other Capsicum 
spices at Oxnard, California. 

Principal Gentry sales are to meat packers, canners, and 
other food processors, with the balance to jobbers in the 
restaurant and institutional fields and to distributors who 
repack for sale under their own labels. Gentry-labelled 
products are not sold at retail. 
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cardamom 





This review of cardamom is from the recent report of 
India's Spices Enquiry Committee, which came up with basic 
suggestions for improving that country’s plantation industries. 


The principal cardamom producers are India, Ceylon 
and Indo-China. Cardamom is also cultivated to some 
extent in Central America. 

The average world trade in cardamom is about 1,200 
tons, with India supplying the major portion of it. The 
average prewar exports from India amounted to 700 tons, 
which increased during the postwar period to 900 tons, 
representing 82 per cent of the international trade.. 

Besides being the largest exporter, India forms the 
only source of true cardamoms in the world markets. 
The true cardamoms are obtained from the plant 
Elettaria cardamomum, which is widely grown in India 

Cardamom has an agreeable aroma and is largely used 
for flavoring and medicinal purposes. The average world 
demand for all these purposes is limited and is reckoned 
at 1,200 tons. As the bulk of this requirement has already 
been met by supplies from India, the scope for further 
expansion of India’s foreign trade in this product is 
limited. 

Instead of trying to expand the foreign trade, steps 
should be taken to retaih the position already gained in 
the world markets. 

Cardamom grows wild in many portions of the Western 
Ghats. It is also cultivated in this region at altitudes 
varying from 2.500 to 5,000 feet. The plant prefers a 
warm and humid atmosphere and a temperature ranging 
between 50 degrees to 90 degrees F. and thrives best in 
the shade provided by the lofty forest trees. The crop 
requires a plentiful supply of humus and a fairly distribu- 
ted annual rainfall over 60 inches. On account of these 
limitations the cultivation of this crop is concentrated 
in the moist evergreen forest lands of South India. 

Tke cardamom plant is a tall, herbaceous perennial 
with branching underground root stocks from which arise 
a number of aerial leafy shoots. At the base of these 
aerial shoots one or more branches of flowers arise. 
The flowers which are borne in panicles open in succession 
from the base to the top and develop into fruits, The 
fruit is a trilocular capsule, and generally contains 15 
to 20 brownish black seeds having thin mucilaginous 
coatings. 

The most important cardamom growing region in 
India is Travancore-Cochin. In this state sthe crop is 
grown in the high ranges and is largely distributed in 
the regions known as the Cardamom Hills. This is 
grown largely as a single crop on plantation basis, the size 
of the plantation often ranging from 50 to 200 acres. 
Mysore comes next in importance. In Coorg, where the 
crop is cultivated to a small extent, the cultivation is largely 
confined to the slopes of evergreen forests and is practiced 
as shifting cultivation. Certain portions of Malabar, Nil- 
giris, Madura Districts of Madras State and North Canara 
District of Bombay also grow cardamom. 

Generally cultural operations commence in February- 
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production 


March. The crop begins to yield from the third year 
onwards and annually thereafter. Harvesting begins in 
August-September and lasts up to January, or even April. 
As the cardamom plants do not ripen uniformly, the harves- 
ting of the crop is spread over a long period. The fruits 
are gathered at intervals of 30 to 40 days and harvesting 
is completed in five or six installments. 

The first yield is poor and amounts to hardly 20 pounds 
of dry capsules per acre. By the fourth year the yield in- 
creases up to 30 to 40 pounds, and by the fifth year a normal 
crop of 60 to 70 pounds is obtained from the plantation. 





Art Trommer, who has been named 
sales manager by the Schutz-O'Neill 
Co., Minneapolis. Mr. Trommer 
has had several years experience 
as a sales engineer for chemical 
processing equipment. He  pre- 
viously served as an exclusive rep- 
resentative in the Chicago market 
for the Schutz-O'Neill Co. on their 
line of "Superfine" pulverizers, rol- 
ler mills, hammermills, gyrator sift- 
ers, air classifiers, cyclone collect- 
ors and related equipment. 





The average yield was much higher and used to vary from 
100 to 150 pounds per acre in a disease-free plantation. 
But the present reduced yield of the crop is attributed to 
the lack of seasonal rains and incidence of pests and diseases. 

Among the diseases the mosaic, also called the marble 
disease, is the most important. Among the insect pests, 
thrips cause the most serious damage. Regular dusting 
with ‘gammaxene’ has been found to be an effective remedy 
against these pests and is widely adopted in big plantations 
On a systematic basis. The agricultural department of the 
respective states should, therefore, popularize these methods 
of disease and pest control, particularly among the small 
producers. 

After harvesting, the produce is dried in the sun or in 
specially built drying houses by means of artificial heat. The 
time taken for preparing the sun dried cardamom is three 
to five days, while the produce prepared in the drying 
houses takes only 48 hours. The cardamom so dried also 
retains its green color and obtains fancy prices in the 
markets. 

The dried capsules are then rubbed by hand and win- 
nowed to remove other plant material and foreign matter. 
The outturn of dried capsules by these methods varies 
from 20 to 28 per cent of the green harvested produce. 
Sometimes fumigation chambers are specially constructed and 
the cardamom fruits are bleached by exposure to sulphur 
fumes. The final product is known as the white cardamom 
or the bleached cardamom of commerce. Bleaching im- 
proves the color of the outer skin and preserves better during 
storage. 

Under the present circumstances, estimation of the 


acreage and crop is very difficult and early steps should be 
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taken to evolve a suitable method for estimating the area 
and yield of this crop and publish regularly forecasts of 
the crop on an all-India basis. Pilot sample surveys should 
be undertaken in this connection. 

The average prewar exports from India amounted to 660 
tons annually and were valued at Rs. 31.5 lakhs. The quan- 
tity and value has increased since then, and during 1952-53, 
968 tons of cardamom valued at Rs. 163.7 lakhs were ex- 


ported from India. 
(To be continued) 


India’s tea industry gets three 


Inquiry Commission questionaires 

Three questionnaires have been prepared for the tea 
industry of India by the Plantation Inquiry Commission 
named last spring by the Ministry of Commerce and 
Industry. 

One questionnaire is intended for the special attention 
of managing agents and companies engaged in the 
production of tea. Copies have been forwarded to them 
and also to partnership concerns and individuals having 
tea gardens of 100 acres and above. Copies are also being 
sent to a few representatives of smallholders. 

The other two questionnaires are intended for answer 
by tea brokers, blenders, packers, wholesale dealers, 
growers’ associations, dealers’ associations, chambers of 
commerce, the Tea Board and governments of the tea- 
growing states. 

Questionnaires for the coffee and rubber industries have 
been prepared and will be issued shortly. 


Rogers heads dry solubles division 


Hatton B. Rogers, formerly director of technical service 
for the Huron Milling Co., has joined the executive staff 
of Dodge & Olcott, Inc., as director of the dry solubles 
division. 

Mr. Rogers served with the research laboratories of the 
National Canners Association in Washington, D. C., before 
World War II. Subsequently he spent four years with the 
Army Subsistence Research Program, now known as the 
Food and Container Institute, and still later became director 
of quality control for the Phillips Packing Co., Cambridge, 
Maryland. 


Ceylon asks ITC 
to lift limit 
on tea exports 


Ceylon has requested the International Tea Committee 
to consider the removal of restrictions on Ceylon tea ex- 
ports under the International Tea Agreement, which is 
due for revision early in i955, 

Member countries—India, Indonesia, Pakistan and Cey- 
lon—have had preliminary discussions concerning the 
new export quotas to be fixed. Ceylon’s representative 
was directed to press for the removal of regulations 
specifying the maximum exportable quantity. 

The export quota allowed to Ceylon for the tea con- 
trol year April, 1953, to March, 1954, was 340,000,000 
pounds. However, production was about 354,000,000 
pounds, and total exports reached about 350,000,000 
pounds. 

The surplus exports of 10,000,000 pounds are to be 
charged to the unused 1952-53 quota. 

Although tea production and exports have shown a 
seasonal rise in recent months, production figures, ac- 
cording to members of the trade, are not expected to 
exceed last years total of 354,000,000 pounds. 

The Minister of Food and Agriculture recently re- 
cently sent a directive to the Tea Controller directing 
him to insure that only high quality tea be exported from 
Ceylon. The Minister's directive followed complaints 
by several tea importing countries that Ceylon tea exports 
were of a low quality. 


Irish plan “drink more tea” campaign 


Ireland’s tea wholesalers and the Indian government 
are cooperating to launch a ‘drink more tea” campaign in 
Eire. 

Research proved that many households in Dublin 
drink tea for breakfast, lunch and tea to the exclusion 
of other drinks. For supper, 76 per cent drink tea. 

Further research showed that 50 per cent of most 
housewives drink tea between meals. 

This has given the pointer to the campaign, which 
will aim at expanding the amount of tea drunk between 
mealtimes. 

Newspapers and “‘filmlets” are to be used over a period 
of about a year. 








71 Murray Street, 











DAMMANN & CoO., 


VANILLA 
BEANS 


INC. 


New York City 














A Finer Vanillin 
of Exquisite Aroma 


COFFEE & TEA 


ZIMCO® LIGNIN VANILLIN, U.S.P. 


e eo 
SUBSIDIARY OF STERLING ORUG INC. 
1450 BROADWAY, NEW YORK 18, N. Y. 


2020 Greenwood Ave., Evanston, IIl. 
FACTORY: ROTHSCHILD. WISCONSIN 


INDUSTRIES and The Flavor Field 





the dynamics of an expanding market 
(Continued from page 25) 





to whether this market could be economically expanded. We 
know it can. 

In the last five years, we have increased total annual 
consumption 20,000,000 to 25,000,000 pounds. Sixteen 
million of this annual increase has come in the grocery 
field in the past three years, since our Take Tea and See 
Campaign was launched. 

As we know, there are special problems of increasing 
tea drinking in public eating places, and therefore the best 
measure of our national tea drinking habits is what happens 
in the home—where 75 per cent of all tea is consumed. 

Fortunately, we have a very accurate index of grocery 
store tea sales since 1940 from the Arthur C. Nielsen Co. 

Before the war, home consumption was running above 
60,000,000 pounds a year. This is not total consumption, 
remember, it is just the tea consumed in the home. 

The figure of 85,000,000 pounds for 1954 is an estimate 
supplied by the Nielsen Co. on the basis of the first eight 
months of the year. We estimate that total 1954 con- 
sumption will be from 112,000,000 to 115,000,000 pounds. 


Campaign changed trend 

The past three years’ sales record has been pointed to 
by experts as one of the clearest, most non-controversial ex- 
amples of where an advertising campaign worked and 
changed a trend. 

It is also probably an example of where an advertising 
campaign didn't work, because actually our advertising 
started in the summer of 1950 with the “Under Pressure’ 
campaign and continued through the hot tea season of 
1950-51 up until the spring. As you can see, nothing 
happened to sales until we began the Take Tea and See 
Campaign. Looking back on our first campaign, it appears 
we didn’t say the right thing to move people, and we spread 
ourselves too thin by trying to cover all of the United 
States. We discovered that a million and a half dollars a 
year was not enough to do an effective job nationally. So 
we have cut back our hot tea campaign to 40 per cent of 
the total market area. In spite of being unable to reach the 
whole market, we have increased home consumption an 
average of 5,000,000 pounds a year for three years. 


Key to greater results 

It is true that part of our effort has been on a nationwide 
basis. We have had a very powerful publicity campaign and 
a considerable merchandising effort. The packers, grocers 
and restaurant owners have been making a national effort 
to expand tea sales, but no one doubts that if we were able 
to project our television campaign into a greater share of 
the market, we should get greater results. 

To put an equal amount of advertising pressure on the 
total market instead of, as now, on 40 per cent. would re- 
quire $5,000,000 to $6,000,000 a year. This, of course, 
is quite out of the question. So we asked our agency 
how much of the market we could cover with a total budget 
of $3,000,000. They tell us about 63 per cent. With 
$2,500,000 we can cover 56 per cent. 

Now, this is a lot of money. Even when you consider 
that each contributor is being matched by others several 
times over, it’s still a lot of money. On the other hand, 
there's a lot at stake. 

Our annual consumption by the end of this year will be 
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at least 25 million pounds greater than it was for the three 
years of 1947-49 before we started. 

What does this increment mean in terms of annual revenue 
to each partner in our joint enterprise? At retail prices it 
means $44,000,000 more each year. To packers it means 
an increase of $34,000,000 annually in gross sales. At 
current import prices, it means an extra $14,000,000 to 
the producing countries annually. And this revenue will 
continue year after year. 

In addition, this increased demand is a long-term stabil- 
izing influence on world prices. An examination of world 
price movements gives a strong hint that for every additional 
10,000,000 pounds of demand, the average price goes up 
one-half cent per pound. 


$15,000,000 return to producers 


We can be reasonably sure that the 25,000,000 pounds 
additional demand from the U.S. market has contributed 
one and a quarter cents to the world price of tea. Since 
more than a billion pounds of tea is sold in the world market, 
this means the revenue to the producers is at least $15,000,- 
000 greater than it would have been had the U.S. market 
not expanded. 

All this talk in millions may seem a long way away from 
our day-to-day effort to sell a pound of tea. But it is real. 

The decision made several years ago by the packers and 
producers to expand the U.S. market has already had its 
effect on the balance sheet of every tea packer and every 
importer in the United States. It has had its effect on every 
tea garden in the world. 

The decisions yet to be made will have an equal or greater 
effect—whichever way they are made. 

Today the tea industry of the world faces an opportunity 
for great expansion and prosperity, with all that this can 
mean to a rising standard of living in the tea gardens and 
to a strengthening of foreign exchange and economic sta- 
bility of our Asian allies. 


50,000,000 a year pounds more 

Here, in this country, where partnership marketing has 
already proved successful sooner and to a greater degree 
than any of us might have dared to hope, we can not only 
add another 25,000,000 pounds to annual consumption in 
the next five years, but probably 50,000,000 and conceivably 
more. 

How far we go, and how fast will depend on our own 
vision and on our willingness to take the steps to make our 
vision come true. 

We are now beginning to see that tea as a beverage— 
both hot and iced—has far greater latent strength in this 
highly competitive market than we would have guessed 
five years ago. There are no barriers in tea itself to doubling 
or tripling the consumption. 

The ceiling on tea consumption will be set in our own 
minds. The dynamics of an expanding market should 
enable us to finance an expansion greater than anything we 
have known to date. 

One thing we know about the U.S. market: Tea is a 
commodity that can be sold if the necessary funds are spent 
to promote it. Otherwise, under pressure of competition, 
consumption will slowly subside. The moral is very plain 
for all to see. If we wish to double consumption in the 
next ten years, we can. But with tea, there is no such 
thing as “spontaneous consumption.” 

It is up to us to take the snitiative. 
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@ ® Emanuel Glaser will join the Geo. 
P. Bott Co. as a partner on January 1. 
Mr. Glaser has been with T. Barbour 
Brown Co. for the past 18 years, the 
last four as a partner in that firm. 

On the “Street” for over 46 years, 
Mr. Glaser is one of coffee’s “elder states- 
men” and carries with him the best 
wishes of all in the industry. 

@ @ The Tea Club held its regular meet- 
ing at the Antlers Restaurant on Oc- 
tober 28. Congratulations go to Albert 
G. Guarino (president), Max Margolies 
(vice president), Herbert J. Thomas 
(treasurer) and Alex J. Grille (secre- 
tary) upon their election for 1955, 

@ @ The Board of Directors of the 
Green Coffee Association of New York 
City confirmed the appointment of W. H. 
Lee as chairman of the Finance and Ex- 
ecutive Committee. H. F. Baerwald and 
Charles Leister round out that committee. 

T. F. Conroy will chair the Contract 
committee, which also includes C. L. 
Hudnall, C. S. Mackey, A. L. Ransohoff 
and E. J .Walker. 

F. C. Byers is chairman of the Traffic 
and Warehouse committee. F. P. Burn- 
ham, R. Hechko, Charles Monahan and 
R. A. Sutherland round out the group. 

J. G. Cargill is the chairman of the 
Commission and Brokerage committee. 
Working with him are L. E. Ehrhard, 
Durand Fletcher, T. A. Korbin and W. 
K. Lederhaus. 

Chairman of the Standard Type Com- 
mittee is Charles T. Ney. Around the 
table with him will be R. F. Dennison, 
E. K. Klaussmann, Jr., M. A. Lev, J. P. 
Norton, Lou Schlesinger, H. F. Sneden 
and R. H. Sues. 


J. E. Burt and J. H. Coleman will help 
J. J. Morris, chairman of the Membership 
committee, 

Trade and Statistics committee will be 
chaired by F. E. Hodson. Working with 
him will be R. F. Balzac, C. B. Fongaro, 
John Heumann and E. A. Karl, Jr. 

Chairman of the By-Laws Committee 
is J. T. Daly. On the committee, too, 
are E. D. Gillies, A. M. Kaiser, W. L. 
Korbin, Jr. and H. Urrutia. 

The Spot Quotation group will be led 
by P. L. Stetzer. C. L. Bolte, W. A. 
Klostermann, Fred Kohn and T. J. 
Mangieri make up the rest of the com- 
mittee. 

Harry McComb is chairman of the Ar- 
bitration Committee. Working with him 
are John Delay, C. J. Hughes, Leon 
Israel, Jr., G. F. McEvoy, J. A. McMillan 
and P. F, Sachs. 

# @ T. Dorlas, managing director of the 
coffee and tea division of Theodore 
Niemeijer, Ltd., Netherlands, stopped in 
New York for a few days prior to a visit 
to the producing countries. 

® & Stockard & Co., Inc., general agents 
for Ivaran Lines, have been elected to 
associate membership in the New York 
City Green Coffee Association. 

@ ® Arriving in New York on _ the 
Moore- McCormack liner “Argentina” 
after a 38-day cruise to the East Coast 
of South America were Vicente de Paulo 
Mendonga de Mello and his family. 

Also arriving on this ship was Mrs. 
Lillian Blum, treasurer, Jos. Martinson 
& Co., Inc. 

@ 8 The Green Coffee Bowling League 
season is rolling along with a three-way 
tie for first place. Byrne Delay’s, Hard 


& Rand’s and Southern Cross Lines’ keg- 
lers topped the league with a 7-2 record. 
Following right behind were the teams 
representing Aronco, Ehrhard, East Asia- 
tic, Slover, Bendiks, Neugass, Savarin 
and Schaefer Klaussmann. 

Individual high for one and_ three 

games is J. Filush with 225 and 571. Hard 
& Rand's five rolled 849 for high team 
score for one game while the 2,377 rolled 
by the Southern Cross team is high for 
three games. 
@ @ The New York Dock Co. announced 
a two-cent across-the-board increase in 
their green coffee transfer rates. This 
information was received by the Green 
Coffee Association, in a letter from the 
N. Y. Dock Co. 

The rate increase applies to Piers 22- 
38 and is attributed to recent wage in- 
creases granted to truckmen. Rates on 
Piers 4-18 remain the same. 

@ @ The Kian Gwan Company of Ameri- 
ca, Ltd., has been elected to membership 
in the Green Coffee Association of New 
York. They handle coffee from all over 
the world. Heading the coffee depart- 
ment of that firm is Mathew I. Ergas. 
@ @ In our travels around town, we 
came upon Schweitzer’s, 204 E. 59th St. 
Although catering mostly to the restau- 
rant trade, this shop, owned by Louis 
Simon, also blends coffee to fit the in- 
dividual consumer’s taste. 

“Merit” blend is the big seller here. 
This is made up of the finest Colombians, 
six to eight kinds, to give a full-bodied 
brew. Two roasts are offered, Ameri- 
can and French. Simon also sells a 
Brazilian blend. In addition, coffee is sold 
in the green bean and also in the roasted 
bean, for home consumption. 

The firm handles tea, too. Orange 
Pekoe, green Japan tea and Oolong are 
the ones sold, 
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By MARK M. HALL 


@ # There was a little spurt in spot 
coffee (at the time of this writing) 
possibly because the president of Brazil 
promised no more devaluation, or roasters 
in this area simply needed some coffee. 

It is reported stocks are light and cof- 
fee is moving out of the warehouses. 
Some even say they might be emptied if 
it keeps up. There was not much high 
grade coffee lying around. 

Imports of Brazilian, Hawaiian, Vene- 
zuelan, Colombian and Central American 
coffees, as figured out by the statistician 
Joe Hooper, were 576,000 bags less this 
year up to October 15th than for the 
same period last year. Cheaper coffees, 
including Africans, Ecuadorians, Peru- 
vians and West Indians, were imported 
in larger quantities. In total, all coffees 
were 17 per cent less in volume over the 
period. Imports of high grade coffee 
have been less than for many years. 

Business in Portland and Los Angeles 
has held up the best on the Coast. 

Roaster buying still continues on a 
hand-to-mouth basis. Recent rises in 
price are thought to be more of a techni- 
cal market reaction. Spreads between 
actuals, near futures market quotations, 
distants and the relation of Brazils to 
Colombians seem to indicate that the mar- 
ket has not settled down. The consensus 
here seems to be bearish, however. Roas- 
ters believe that if vacuum packs could 
be brought under the dollar mark they 
could recover their lost market. With 
green coffee selling around 60 cents the 
dollar mark could be reached. 

One opinion is that the loss in coffee 
consumption is not that the country is 
losing drinkers, but that they are more 
careful about wasting coffee. 

@ @ The Western States Tea Associa- 
tion met for luncheon at the St. Francis 


Hotel to honor the Indian tea delegation 
and the Indian Consul General, S. K. 
Banergi of San Francisco. The members 
of the delegation were H. K. Stringfellow, 
P. K. Barooah and B. C. Ghose. The 
meeting was opened by president John 
Siegfried. 

The introduction of guests was turned 
over to Toby Hyde. Among the first 
speakers was Mr. Ghose, who said that 
the delegation was visiting the United 
States to study the work of the Tea 
Council and the market in general for 
India teas. 


Discussing trends in tea marketing, Mr. 
Ghose said that owing to high prices now 
prevailing in tea, there was a tendency 
toward direct marketing, and away from 
the auctions of Calcutta, Colombo and 
London. These operations have been 
carried on largely by independent traders 
in private deals. However, the propor- 
tion is not great, with independent sales 
being estimated at about 20,000,000 pounds. 
They are ready tea sales. Members of 
the delegation preferred the auctions as 
more properly reflecting the market. 


There has not been much expansion 
of Indian acreage as allowed under new 
regulations. They are depending on more 
intensive cultivation, fertilizing, etc., to 
increase production. 


The export duties imposed by the 
Indian and Ceylon governments were caus- 
ing some concern to the delegation, but 
they asserted that the duties came out of 
the producers’ pockets, because prices 
were made on the world market. 


India was worried about the high price 
of tea because it might lead to more 
demands on the part of labor and govern- 
ment. But droughts, floods and trans- 
portation troubles led to shortages, Lon- 
don’s stocks sank to 17,000,000 pounds, 
and when they found themselves short, 


buying began which helped to bring about 
the present high prices. 

With prospects now of increasing pro- 
duction, it is hoped that normalcy will 
return before many months. 

The tea trade of India is concerned 
about the sinking price of coffee, because 
while this is happening the price of tea 
is going up. In spite of the loss of its 
favorable position, one pound of tea still 
makes 200 cups as against 50 cups from 
one pound of coffee. The cost advantage 
is still with tea. 

H. K. Stringfellow, of Shaw Wallace 
& Co., Calcutta, said that what the pro- 
ducers and exporters of tea in India 
wanted was a steady price, and to increase 
production without lowering quality. From 
natural causes and artifical restrictions, 
London was caught short of tea and 
pani: buying resulted. 

As the living standard of India rises, 
native buying of tea increases, he added. 
At present, the average consumption of 
tea in India is only one-half pound per 
year. 

Tea consumption has been going up 
in the United States since 1951, and 
most of this can be attributed to Tea 
Council advertising and promotion, ac- 
cording to Toby Hyde. The high prices 
of coffee was only the trigger which set 
it off. At that, consumption has only 
caught up with its position of a number 
of years back. The Mountain and Pa- 
cific Coast States are in the low con- 
sumption area, 0.33 pounds per capita as 
compared with New England’s 1.50 
pounds. The trend is still toward the 
tea bag. Efforts are being made to in- 
crease by one-half cent the allotment 
given the Tea Council. 

Consul General Banergi thanked the 
association for its hospitality. Even if co- 
existence were difficult politically, he ad- 
vocated it for tea and coffee. He was 
interested in the welfare of India tea 
in this country, but he could not speak 
from a direct knowledge of the subject, 
for he was not a tea man. His interest 
was in drawing his country and the 
United States in closer bonds, both eco- 
nomically and _ politically. 
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Some of the coffee men at the highly successful Grace Line party 
for the trade at the Orinda. From left: Bill Lynch, Bob Quinlan, Ed 
Manning, Jim de Armond, Joe Fitzpatrick, Ernie Shaw, George Malm- 


@ 8 The joint meeting of the Pan- 
American Coffee Bureau and the National 
Coffee Association was held last month 
in the Peacock Court of the Mark Hop- 
kins Hotel. Its purpose was to outline 
to the coffee trade the publicity and pro- 
motion plans of the Bureau. There was 
a very large and representative group of 
coffee men present. 

Oswald L. Granicher, president of 
P.C.C.A., arranged the meeting and intro- 
duced T. Caroll Wilson, who made the 
opening address. It was followed by 
talks given by Charles Lindsay, general 
manager of the Bureau, John A. Burns, 
director of advertising, and Richard Rus- 
sell, who is with the agency handling the 
acccunt. These men outlined the pro- 
motion plans of the Bureau, Repro- 
ductions of the advertising were shown, 
bringing out the theme of the coffee 
break and “make it one for the road”. 
Twenty-four sheet posters, newspapers 
and magazines were being used, along 
with some spot television. 

In all, there will have been 12 meetings 
of this kind throughout the counry, of 
which the one in San Francisco was the 
ninth. After San Francisco there were 
two meetings in Texas. Directly on leav- 
ing San Francisco, they met at the 
Jonathan Club in Los Angeles. Oswald 
L. Granicher attended this one, too. 


@ @ The San Francisco Coffee Club held 
its “Show of Shows” last month at the 
Peninsula Golf and Country Club. It was 
a “Fabulous Night with the Stars,” and 
prizes no end were given away for golf 
and other things, which included tickets 
to the famous “Forty Niner” football 
games, other sporting events, operas, 
events about town, etc. There was plenty 
of good golf and as usual, an excellent 
dinner. 

Ernie Kahl displayed his talents as 
chairman of the evening. Eddie Johnson, 
Jr., president, and John Cognetta, secre- 
tary, graced the event with their presence. 


@ @ Mr. and Mrs. Joseph Bransten took 
off last month on the Pan-American Clip- 
per for a four-week visit to Japan. They 
participated in a tour of the cultural 
centers of the country led by Professor 
Chiura Obata, former head of the 
Oriental Art Department of the Universi- 
ty of California. Joe no doubt spent 
a little time looking into the tea situation 
while there. 
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@ @ The Spice Islands Co. has growing 
pains again. Expanding business is re- 
quiring the company to draw plans for 
adding 30,000 square feet to the westerly 
end of their present plant, which consists 
of 50,000 square feet. Besides needing 
more space to handle their regular lines, 
they have bought the machinery and name 
of “Old Hickory Salt.” This was a 
product that the Cutner Magner Co., Du- 
luth, Minnesota, handled for years. 

Spice Islands is adding a one-pound 
can to their spice line to supply the 
institutional trade, restaurants and big 
feeding operations. 

According to Wallis Riese, Spice 
Islands Tea has had an increase of 700 
per cent in sales this year. Bert Van 
Cleve, the sales manager, said that their 
sales distribution is becoming very cam- 
plete over the United States and Canada. 
Last year their package designs won the 
National Lithographers award. 


@ @ The Grace Line party at Orinda 
according to Harry March, who _ had 
charge of operations—entertained 40 
golfers and had 90 for dinner. As the 
weather was very warm, some of the boys 
who did not go in for golf went swim- 
ming or did both. It was the general 
opinion that these parties get better and 
better every year. Everything was on the 
house except the caddies, but at the half- 
way rest, drinks were on the house even 
for them. 

Among out-of-town visitors were 
Duilia Baltodana, of Managua, Nicaragua, 
S. F. Pellas representative in that coun- 
try, and David Dagnel, of Caley Dagnel 
& Co., coffee exporters of Matagalpa, 
Nicaragua. 

No party would be complete without 
the wit and noted coffee man from Los 
Angeles, Bill Morton. As usual he had 
the boys splitting their sides with his tall 
stories. 

Acting as hosts to coffee men were 
D. N. Lillevand manager of the Pacific 
Coast for Grace Lines, George McCord, 
Captain F. L. Doelker ard Harry March. 


The winners of the golf prizes, which 
included the finest that is bottled were as 
follows: low gross, Don Harvey, Otis 
McAllister, 81; second low gross, William 
Burch, 85; low net, Eddie Wilson, Grace 
& Co. (Pacific Coast), 64; second low 
net, Clarence Knutsen, Geo. W. Caswell 
& Co., 68; third low net, Tom Duff, Leon 
Israel & Bros., Inc., 68; fourth low net, 


e 


gren, Lloyd Thomas. George McCord, Warren Kludt, Elwood Wright, 
F. De Bow, Harry March, Elmer Briggs and Bill Seely. Everybody felt 
the party was best one yet. 


Jack Schimelpfening, S. L. Jones Co., 
69; fifth low net, Ernie Kahl, Ruffner 
McDowell & Burch, 69; sixth low net, 
Warren Kludt, A. Schilling & Co., 70. 


@ @ Orrin Nye, Colombia representative 
for Hard and Rand, is visiting San Fran- 
cisco with Mrs. Nye and their family. 
His office is located in Pereira, state of 
Caldio, Colombia. This is the first visit 
after seven years. 

Speaking of coffee he said that the 
growers expected a normal crop this year. 
The Federation had been buying coffee, 
held in parchment, which they could keep 
off the market indefinitely. 


@ @ Allen McKay, who has been assis- 
tant to Warren Kludt at Schilling’s, 
division of McCormick & Ca, Inc., has 
been transferred to the Portland office 
of the company. There he will be pro- 
duction manager of the roasting plant, 
which takes care of the territory in the 
Portland district. This looks like a good 
boost for Allan. While he will be missed 
his friends here, all are glad to see him 
make progress. 


8 ® The qualifications for a hostess in 
one of the McCormick's colonial recep- 
tion rooms are very exacting. They must 
be attractive, have a college education, 
sufficient piquanicy to wear the quaint 
but full-skirted dress of colonial days, 
and know how to converse freely with 
many callers, to say nothing of serving 
and preparing coffee or tea. 

Their life on the job is about two 
years, because McCormick makes a prac- 
tice of only hiring single girls, and the 
marriage rate is high. 

They are now looking for a new candi- 

date, for Charla Westerberg, who has 
beea hostess for less than two years has 
been married and has other duties now. 
The lucky man is Erik Thorbecke, born 
in Holland and now working for a Ph.D. 
in economics at the University of Cali- 
fornia) They met when Charla was at 
UC. 
# 8! reply to a letter on the editorial 
page of the San Francisco Chronicle, 
Sebastian Ospina B, Consul General of 
Colembia, had this to say, in part, in a 
letter which was published, too: 

“Though coffee production requires a 
tremendous amount of hand labor, it is 
even at these high prices the cheapest 
drink offered in restaurants .. . 

(Continued on page 155) 


153 





manager in charge of sales and trade 
promotion. 


oles Mr. Kelley said the promotions were 


the result of a recent meeting of the 
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By W. McKENNON 


@ @ The Green Coffee Association held 
its annual golf and gin rummy tourna- 
ments, ending in a stag dinner, at the 
Lakewood Country Club. The golf tourn- 
ament, handled by Austin O'Brien, of 
Nash and O'Brien, was won by George 
Gernon, of Ruffner, McDowell & Burch. 
Sidney N. Guggenheimer, of J. Aron & 
Co., won the gin rummy tournament 
which was under the wing of Louis 
Arnaud. Numerous other prizes donated 
by member firms were awarded. The 
dinner was served at seven. 

E. A. Lafaye was chairman of the en- 
tertainment committee. 


@ 8 Miss Sedley Hayward Roussel, 
daughter of Mr. and Mrs. William D. 
Roussel, was married to Chester Theo- 
dore Alpaugh, Jr., at the Most Holy 
Name of Jesus Church. 

@ @ Funeral services for Henry F. 
Scherer, executive vice president of the 
Douglas Public Service Corp. and the 
Douglas Guardian Warehouse Corp. were 
conducted here recently. Mr. Scherer 
had been suffering a heart condition for 
several months. 

Mr. Scherer, a native of New Orleans 
and graduate of Tulane University, join- 
ed Douglas in 1931. He became execu- 
tive vice president of the Douglas inter- 
ests in 1943. 

He was a member of the Chamber of 
Commerce, the Rotary Club, International 
House, a director of the Southeastern 
Warehousemen’s Association, and taught 
a course at the Institute of Foreign Trade 
at Tulane University. He served at one 
time as a national officer of the Delta 
Sigma Phi Fraternity and on the aviation 
board of the Chamber of Commerce. 

Mr. Scherer is survived by his widow, 
the former Dorothy Douglas; a_ son, 
Douglas Scherer, of New Orleans; a 
brother, Ernest Scherer; a sister, Mrs. 
Irma Esch, and three grandchildren. 


board of directors. ‘These promotions 
are in line with our tradition of pro- 
moting capable men from the ranks 
to serve as our executives,” Mr. Kelly 
said. 

Mr. Seemann, a native New Orlean- 
ian, began working for the shipping 
. ; . : company as an office boy in 1922. He 
@ © Catherine Copponex, daughter of was made a clerk later, and succesively 
Milton Copponex of Stewart Carnal & held many posts in the freight treffic 
Cena saril wAMhert Hanks atthe dsartment. He was transfered 1 
ies Cennaiies is ee gage New York in 1930 to become assistant 
Af 2 : to the Eastern Agent. In January, 
New York State Board of Health in me ree 3 

Apacers : 1936, he returned to New Orleans to 
Middleport, N. Y. Mr. Parks is with . F . poe 

cea : be in charge of the inbound freight de- 
the Department of Education in Middle- a hast shene ae nell 
port. The couple motored to that town igi ; pence es ” ‘ faces 
after tes cameiaincy hve. 1943, when he was made assistant 
Z ay A oe A freight traffic manager. In 1952 he 
a . Lupercio Nunez, Sr, of Cia Nunez was elevated to freight traffic manager, 
Medina, is visiting in New Orleans, where South American Division. 
his son is attending Pulane University. He is married and has one son. 
Mr. Nunez, Sr., is making _ his head- Mr. Wendt joined the Delta Line 
quarters at the Adolph C. Ricks & Co. in 1946 after serving as a deck officer 
offices. Mr. Nunez will stop at St. Louis in the Merchant Marine. He became 
and New York before returning to general commerce agent in 1947 and 
Santos. eee ° : ” 
assistant trafic manager in the New 
® @ Paul Coffman, of the Coffman Cof- York office in 1948, In 1952 he was 
fee Co., Des Moines, Iowa, is visiting the named traffic manager in New York. 
trade here. The following year he was transferred 
@ @ David A. Kattan flew to Fort Mon- back to New Orleans to become freight 
roe, Va., where he addressed the Sixth trafic manager. 
Annual Virginia World Trade Confer- He is a native of the city, married 
ence at the Chamberlin Hotel, Old Point and has two children. 
Comfort, on “Coffee, The Life Blood of es 8 Ed J. Ganucheau, of J. Aron & Co., 
the Americas.” Inc., is back at his desk after a short 
@ ee Mr. and Mrs. W. B. Burkenroad, trip in the interest of his firm. 
JTr., left on an extended European vaca- @eF. W. Delamain has moved his 
tion. Mr. Burkenroad is vice president family to San Antonio, Texas, where 
of J. Aron & Co., Inc., New Orleans. they are now established in a brand 
@ @ Harry X. Kelly, president of the new home. Mr. Delamain is South- 
Mississippi Shipping Co., operators of the western representative of J. Aron & Co,. 
Delta Line, announced that L. W. See- Inc 
mann has been elected vice president in ss Earl Bartlett, of the American 
charge of traffic, and that Fred A, Wendt Coffee Co., has returned from a busi- 
has been appointed general freight traffic ness trip through the Southeastern 
manager. States. 

Mr. Seemann succeeds T. J. Conroy, @ @ Mr. and Mrs. George Foltz, Sr., 
who retired last week after more than have returned from a trip to Brazil and 
35 years of service with this company. Argentina. They left aboard the Del 

Mr. Wendt has been freight traffic Norte and returned on the Del Sud. 


@ 8 Laz Aron of the Commercial Im- 
port Co., has returned from a_ business 
and pleasure trip to California. 

@ @ Albert Schaf, of Stewart, Carnal & 
Co., Ltd., has returned from a_ recent 
business trip. 
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Chicago 
By JOE ESLER 


@eF. C. Terrey of the Universal 
Coffee Co. and his wife will motor to 
the coffee convention by way of New 
Orleans, making several trade visits en 
route. 

@ @ Wakem & McLaughlin, Inc., have 
added a new warehouse, 120,000 square 
feet of modern warehousing space for the 
trade. Main offices still remain at 225 
East Illinois St. where they also have 
bonded warehouse space. 

@e@uH. X. Kelly, president of Delta 
Lines, was elected chairman of the marine 
division of the National Safety Council 
at the Chicago convention. He was host 
to the trade and many friends at the 
Blackstone Hotel at a cocktail party last 
month. 

@ @ A large number from the Chicago 
coffee trade are planning to attend the 
convention this year and Don Lyons is 
making arrangements for special cars. 
@ @ Elliot Burt of Reamer, Turner & 
Co., New York, was in Chicago intro- 
ducing Mr. T. Besse of A. Besse Co., 
Ltd. of Aden, Arabia to the trade. From 
here he plans to go to Brazil to observe 
the latest methods. 

@ @ At the Skyline club dinner meeting, 
Don Stewart, president of Stewart’s Pri- 
vate Blend Coffee Co., showed members 
of the Chicago Coffee Club some of the 
club films taken many years ago, at the 
first club golf tournament. 

ae W. F. McLaughlin & Co. is offering 
a newly designed 2 and 5 oz. glass pack 
of instant coffee under the Manor House 
brand, which they say is meeting with 
good consumer demand. 

® ® Royal Blue Stores, division of the 
Consolidated Grocers Corp., will move to 
the River Grove headquarters building 
as soon as completed. The new building 
will have 500,000 square feet of space 
and is expected to be complete by the end 
of the year. 

@ @ The Superior Tea & Coffee Co. 
suffered a great loss with the sudden 
death of Mr. Harry Cohn, co-founder and 
secretary-treasurer of the firm. 

Mr. Cohn who was 64 years of age 
founded the company with Mr. Walter 
Katzoff in 1908. The firm grew from a 
horse and buggy establishment to a multi- 
million dollar company. Mr. Cohn was 
very active in philanthropic circles and 
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Clean Equipment 
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was a highly regarded member in many 
organizations. He is survived by his 
wife, and two sons, both active in the 
business. 

® & Continental Coffee Co. have taken 
over the Thomas J. Webb Co., roasters 
of Thomas J. Webb coffee since 1883. 

@ @ W. A. Gerbosi has retired from his 
executive position with Jewel Tea Co. and 
taken a leave of absence but remains as a 
director of the company. 

@® ® Ray Van Natta of Reid Murdoch, 
division of Consolidated Grocers Corp., 
has returned from business trip to Min- 
neapolis. 

@ @ Pete Demonchey of Far Eastern 
Commodities Corp. was a Chicago visitor 
making his headquarters with Charles 
Tuttle, Chicago broker. 

® ® Continental Coffee Co. held its fall 
sales meeting at the Morrison hotel with 
forty attending. Plans for the fall and 
winter sales were outlined. 

@ & Thomas Webb Sexton is now special 
representative for the John Sexton & 
Co., visiting all offices and plants of the 
company, covering production problems. 
He was formerly head of the Thomas J. 
Webb Co. recently taken over by the 
Continental Coffee Co. 


Southern California 
By VICTOR J. CAIN 


@ @ Bill Lynch, vice president of 
W. R. Grace & Co. (Pacific Coast), 
was a recent business visitor in 
Southern California. 

@ @ John Mack, of the E. B. Acker- 
man Co., Inc., was in New York re- 
cently. On the return trip, John stop- 
ped off in Detroit to pick up a new 
car and continue the journey through 
all the scenic beauty of our good old 
U.S.A. 

@® @ Lou King, of Haas Bros., San 
Francisco, recently visited Los Angeles 
to call on the coffee trade. 

@® @ Andrew Moseley, of Breakfast 
Club Coffee, Inc., spent several days 
at his desert hide-a-way, resting and 
picking up a fine tan. 

@ @ Bill Waldschmidt, of the Otis 
McAllister Coffee Corp., spent several 
weeks in San Francisco, returning to 
Los Angeles for the in-between week- 
ends. 

@ ® Bill Kunz, of W. H. Kunz & Co., 
made a business trip to San Francisco 
recently. 

® ® Ray Abbott, traffic manager of 
Moore-McCormack’s Los Angeles of- 
fice, was recently elected president of 
the Transportation Club. 

@ @ Ray Bradt, of Ben Hur Products, 
made a trip to San Francisco recently. 
@ s The Pan-American Coffee Bureau, 
in conjunction with the National Cof- 
fee Association, held a luncheon at the 
Jonathan Club, Charles Lindsay and 
John Burns, of the Pan-American Cof- 
fee Bureau, acted as hosts, and were 
accompanied by Richard Russell, of the 


agency which handles the advertising 
for the Bureau. The meeting was held 
to outline to the local coffee trade the 
extent and media used to further pro- 
mote the consumption of coffee. The 
luncheon was well attended and en- 
joyed by both roasters and green men. 

The details and arrangements for 
the luncheon were ably handled by 
Ray Bradt, and Walter Emmerling in- 
troduced Mr. Lindsay in the absence 
of John McKiernan, executive vice- 
president of the National Coffee As- 
sociation. 


@ @ Beck Rowe, of Bunge Coffee, Inc., 
recently came to Southern California to 
call on the coffee trade. While here, Mr. 
Rowe announced to the coffee trade the 
affiliation of Bill Gloege with Bunge 
Coffee, to be their representative in Los 
Angeles. Bill was most recently with 
W. R. Grace & Co., and before that was 
owner of the Breakfast Club Coffee, Inc. 
Bill is very well known in the coffee 
circle, and all wish him continued success. 


# 8 Bill Morton, Jr., worked in the 
office with his dad, prior to leaving for 
Virginia, where he is reporting for duty 
with the Army Engineer Corps. 

8 s Norm Johnson & Bob Powell, of 
E. A. Johnson & Co., San Francisco, 
stopped in Los Angeles enroute to Mex- 
ico, Costa Rica and way points. 


o 
San Francisco 
(Continued from page 153) 

“If speculation is so effective in boost- 
ing the price of a commodity, try it in 
regard to sugar, which has an enormous 
surplus, rather than with coffee, which 
was scarce. 

“With regard to hoarding, remember 

that some 30 years ago as a result of 
over-production in Brazil Americans 
bought coffee for less than ten cents a 
pound, Hoarding of coffee will again 
bring the over-production that abates 
prices”. 
@ @ The Tea Association of the U.S.A. 
has finally persuaded the Armed Forces 
to put tea on the regular menu of the 
service men. Trails along this line have 
shown that service men are drinking tea 
in large quantities. Larry Meyers, of 
the Pacific Tea Bag Co., who should 
know, says that this move will require 
froin 300,000 to 400,000 more tea bags 
annually. 
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Rebuilt 
Machinery KS 


Established 1912 


MODERN REBUILT AND 


GUARANTEED EQUIPMENT 
Reduced For Quick Sale 


Burns Thermalo Coffee Roaster. 

Burns 6 and 7 Roasters. 

Bauer 2 bag Radiant Roaster. 

Jabez Burns No. 25, 4000 Ib. Granulator. 
Jabez Burns coal or oil-fired Roasters. 
Jabez Burns No. 35 Coffee Roaster. 
Burns 2 and 4 bag Jubilee Roasters. 
Resina LC, Capem | SF Capper. 

Burns 1500 lb. Green Coffee Blender. 


Day Dry Powder Mixers, 100, 200, 400, 
600, 1,500 and 10,000 Ibs. cap. 


S. & S. Models A and B Transwraps. 


Pony ML, World and Ermold Rotary and 
Straightaway Automatic Labelers. 


Pneumatic Automatic Cartoning Line. 
S. & S. Gl, G2, HG88 Auger Fillers. 
Whiz Packer and Triangle Fillers. 


Amsco, Doughboy Rotary Bag Heat 


Sealers. 


Hayssen, Scandia, Miller and Package 
Machy. CA2, FA2, Wrappers. 


This Is Only A Partial List 
OVER 5000 MACHINES IN STOCK 


Tell Us Your Requirements 


UNION STANDARD EQUIPMENT CO 
318-322 Lafayette St., New York 12, N.Y 











FOR SALE: 1—Pneumatic Scale 60/min. 
Packaging Unit. 2—Jabez Burns 4-bag 
Coffee Roaster, complete with blowers, ex- 
hausters, cooling trucks; Standard Knapp 
Auto Gluer-Sealer & Comp. belt; 1—Model 
A & 1 Model B Transwraps; 2—6” Bright- 
wood Box Machines, m.d.; Roball Sifters; 
Mikro Pulverizers: Mixers up to 7,000 Ibs. 
Partial listing What have you for sale? 
CONSOLIDATED PRODUCTS CO., INC., 16- 
19 Park Row, New York 38, BArclay 7- 
0600 





EQUIPMENT WANTED 
- Packaging Line, Labeler, Cap- 
Address Box 147, care of 
Industries, 


WANTED: 
per, and Mixer. 
Coffee and Tea 





SITUATION WANTED 
CHEMICAL ENGINEER Specializing in Ex- 
traction, 20) years experience. Completed 
training under Profs, Des. von Allvensleben, 
von Gossler and Dr. Meinicke at Krupp- 
Werke in Essen, Germany. Would like to 
be an asset to your. business Moderate 
salary requirement Address Box 95 e/o 
Coffee and Tea’ Industries 


SOLUBLE COFFEE PLANTS 
DESIGNED — ENGINEERED 


20 years know how—Low Initial Cost 
High Quality Product 


HEYMAN PROCESS CORP. 


Consulting Chemical Engineers 
2954 FULTON STREET BROOKLYN 7, N. Y 
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WHAT SHOULD 


“Roaster Ready” 
MEAN TO YOU? 


. +. simply, that you as a roaster can 
obtain 100€% usable coffee, entirely 

free of impurities and ready for 
immediate use from Otis, McAllister & 
Co. In New Orleans and New York, 
Otis receives green coffee direct from 
producing countries. Washed and 
unwashed coffees pass through a stoner, 
magnet and twin air separators to 
remove all metal, stones, light beans 
and many black beans. Then the 
science of modern electronics takes over. 
A revolutionary new sorting process 
sorts each bean by color, selects only 
those conforming to a specific 

color pattern. 


When Roasters blend Otis “Roaster- 
Ready” coffee they eliminate sorting op- 
erations, cut processing time and 
assure for their brand new high stand- 
ards of uniformity, purity and quality. 


Producers of DON CARLOS MEDELLINS ¢ 
OTIS ARMENIAS ¢ CARMENCITA MANIZALES ¢ 
ROLLO BUCKS e OTIS MEXICANS e CENTRAL AMERICANS 


VENEZUELANS ¢ AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS 
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Established 1892 


310 Sa St. 510 N. Dearborn St. 321 International Trade Mart 837 Traction Ave. 129 Fr 
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